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Rough Proofs 


Bruce Barton says President 
Roosevelt uses the psychology of 
the patent-medicine advertiser. It 
might be added that both are helped 
a lot by that grand old lady, Mother 
Nature. 


vgy¥s 


A. & P. is now conducting private 
proadeasts for fifty of its stores in 
the New York area. This ought to 
rate as the last word in privacy. 


7 VF 


J. B. Matthews, of Consumers’ 
Research, says that self-regulation of 
advertising is just baloney. But the 
kind and grade of baloney can’t be 
determined until it has been sliced 
by C. R. 


7 V¥ F 


One of the prettiest and most 
graceful gestures of the advertising 
world is that employed by the 
modest and retiring publisher who 
finally announces that he is “open- 
ing his columns” to national adver- 
tisers. 


- FF F 


Canada, it is reported, sends 200,- 
000 tourists to New England every 
year, thus proving that the business 
of carrying coals to Newcastle is 


still more active than you would 
suspect. 

v v v 
Congressman Zioncheck has _ un- 


doubtedly proved himself to be a 
good advertising man. The only 
question is whether he could adver- 
tise anything except Zioncheck. 


7, VF F 


Dr. Scholl, the eminent foot-com- 
fort advertiser, proved that he be- 
lieves in his story by taking the new 
Zeppelin back to Germany. 


Vv ¥ Vv 


Col. Stoopnagle and Budd have dis- 
covered a really new idea for a radio 
broadcast—an amateur hour for ama- 
teur amateurs. 


7 Vv 


Few business men can be as sure 
of their competition as Franklin 
Fort, who bought advertising space 
to urge voters to listen to his po- 
litical opponent, Gov. Hoffman, of 
New Jersey. 


, i, 


Cigar salesmen are to boost busi- 
hess by distributing samples, urging 
the prospect to indulge in “a 
thoughtful test.’ Afterwards’ the 
smoker should be offered at least a 
penny for his thoughts. 


7 FF @& 


Phileo 


thudding 


“the 
fighting-weight 
landing on_ bare flesh.” 
nothing like being at the 
receiving -end — provided you get 
yours by radio. 


promises set- owners 
impact of 


ane - 
si0Ves 


he re’s 


v v v 


Wwson 
alify 


Little, poor fellow, failed 

for the national open. 
Ormer grand slam champion 
lipped terribly—the best he 
do was a 75 and a 77. 


v v v 

\ker & Co. say an _ elephant 

forgets, but the Republicans 
hoping for the best, anyway. 


hevye 


ire 


Copy Cus. 


SHOWS ENORMOUS 
FIELD, LNA. TOLD 


Lithographers Re-elect Cal- 
vert as President 


White Sulphur Springs, W. Va., 
May 14.—Results of the window 
display research to date justify put- 
ting on full steam to complete the 
study, Dr. Miller McClintock, di- 
rector of the Advertising Research 
Foundation, New York, told the clos- 
ing session of the Lithographers Na- 
tional Association meeting here to- 
day. 

The window display research, 
financed by lithographers and others 
associated with lithography, and the 
Association of National Advertisers, 
was placed under way Jan. 1. Sub- 
scriptions of $40,656 are now on 
hand, Dr. McClintock reported. Of 
this sum, about $5,000 came from the 
A. N. A. or its members. 

All officers and directors of the 
lithographers’ association were re- 
elected today, and one additional di- 
rector, Frank M. Allen, of Louisville, 
was added to the board. 

The officers are: president, P. N. 
Calvert, Cleveland; vice-president, 
William Ottmann, New York; treas- 
urer, Milton P. Thwaite, Long Island 
City, N. Y.; secretary, Maurice Saun- 
ders, New York; assistant secretary, 
W. Floyd Maxwell, West Englewood, 
N. J.; general counsel, Percival D. 
Oviatt, Rochester, N. Y. 


Will Surprise Advertisers 
While it is too early to promise re- 
sults from the window display study, 
Dr. McClintock said, “there are a 
(Continued on Page 41) 


Kidnaper’s Downfall 
Credited to Colgate 


New York, May 14—From a 
description of Thomas H. Robinson, 
Jr., which he heard on Colgate- 
Palmolive-Peet’s program, ‘‘The 
tang Busters,” Lynn Allen, drug 
clerk of Pasadena, Cal., recognized 
the kidnaper. Allen was the hon- 
ored guest on the Colgate broadcast 
last night. 

Every Wednesday at 10 p. m., over 
the Columbia chain, the Gang Bust- 
ers, under the leadership of Phillips 
Lord, present the story and descrip- 
tion of a current fugitive from jus- 
tice. On Jan. 22 the chosen horrible 
example was Robinson, kidnaper of 
Mrs. Alice Stoll of Louisville. Lynn 
Allen, in Pasadena, heard the broad- 
cast, and it recurred to him April 
10 when a swarthy customer in fe- 
male attire came into his drug 
store. The rest is history. 

Colgate learned the facts the next 
day, and invited Mr. Allen to fly to 
New York in the interest of crimi- 
nal-eatching in general and shaving- 
cream in particular. 
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DISPLAY SURVEY Winning Political Change 


Is a Selling Job: Barton 


Nation-Wide Campaign 
for Railroads Approved 


Washington, D. C., May 15.—The 
long awaited campaign of the Asso- 
ciation of American Railroads will 
be finally approved at the organiza- 
tion’s semi-annual convention in Chi- 
cago early next month, it was indi- 
cated here today, following approval 
of a presentation by Arthur Kudner, 
Inc., complete even to copy, by the 
association’s directors. 

If present plans are approved by 
the membership, the campaign will 
be run in two phases. The Associa- 
tion of American Railroads, as an as- 
sociation, will use magazines exclu- 
sively to lay the broad general back- 
ground for the industry, while indi- 
vidual nember roads will utilize 
newspapers and other media in their 
respective territories to tell their 
own stories in more specific terms. 

Arthur Kudner, Ine., which is 
slated to place the Association’s ad- 
vertising, will also act as the coordi- 
nating force in correlating the indi- 
vidual and association efforts. 

The Association of American 
Railroads will spend about $1,200,- 
000 in promotion. Of this sum, 
about $900,000 is earmarked wfor 
Magazines and the remainder. for 
public relations work. : 

The Kudner agency was retained 
several months ago to make a study 
of railroad marketing problems, and 


to submit recommendations based 
on this investigation. The maga- 
zine campaign emerged. J. J. Pel- 


ley, president of the association, 
and his assistant, Col. R. H. Henry 
submited the plan to a meeting of 
railroad presidents and _ received 
their approval. 
Hold Second Meeting 

The advertising campaign was 
also inspected by advertising man- 
agers of railroads, some of whom 
were reported somewhat less en- 


CALLS FOR ACTION 


— 


Bruce Barton 


thusiastic than their superiors. As 
a result of their comments, another 
meeting of railroad presidents was 
held here yesterday. While results 
have not been announced, it is be- 
lieved that no major changes will 
be made in the outlined campaign. 

Present plans are to use four 
spreads in a comprehensive list of 
magazines to proclaim the safety, 
efficiency and friendliness of rail- 
road service. 


NEW CAMPAIGN APPROVED 
BY WESTERN RAILROADS 


Chicago, May 14.—Seeking to re- 
peat the co-operative advertising 
success achieved in 1935, Western 
railroads will launch late in June a 

(Continued on Page 43) 


Last Minute News Flashes 


National Distillers Shifts Personnel 
New York, May 15.—Thomas W. Balfe, president of Alex D. Shaw & 
Co., National Distillers Products Corporation division, has also been named 


sales manager of the Penn-Maryland division. 


Ray R. Herrmann, vice- 


president in charge of sales for the Overholt division, has been named as- 
sistant sales manager for Penn-Maryland, which will handle Overholt sales. 
Ernest Stainton has been named assistant to the Penn-Maryland sales 


manager, and Otho W. 


sion. 


Mathen, Sr., will act as coordinator for that divi- 
M. J. McNamara has been placed in charge of state stores sales for 


all National Distillers’ products, and Allan MacDougall, formerly assistant 
advertising manager, has been named vice-president in charge of sales of 


Alex D. Shaw & Co. 


Tongue Heads Chrysler Advertising 
Detroit, Mich., May 15.—Arthur E. Tongue has been appointed director 
of advertising and sales promotion of the Chrysler Sales Division of Chrys- 
ler Corporation, succeeding Burch E. Greene, recently appointed Pacific 


Coast director of sales. 


Mr. Tongue was formerly assistant advertising manager of the industrial 
division of General Motors, and later advertising manager of Underwood- 


Elliott-Fisher Company. 


General Household Appoints Ruthrauff & Ryan 
Chicago, May 15.—General Household Utilities Co., manufacturer of 
refrigerators and radios, has announced appointment of Ruthrauff & Ryan 


as its advertising agency. 


Kasten Succeeds Flood at National Biscuit 
New York, May 15.—A. W. Kasten has been named to succeed R. J. 


Flood as advertising manager of National Biscuit Company. 


He was for- 


merly assistant sales manager and has been with the company for 25 years. 


Mr. Flood is now sales promotion 


manager 


of Seagram-Distillers Corp. 


Story of Industry Must Be 
Adequately Told, Says 
Advertising Man 


| 

Chicago, May 12.—Business men 
who would like to see a change in 
the political situation should apply 
the same methods to the task of 
winning public support for their 
views that they employ in adver- 
tising their products. This was the 
advice given by Bruce Barton, chair- 
man of the board, Batten, Barton, 
Durstine & Osborn, Inc., to the IIli- 
nois Manufacturers’ Association at 
a luncheon in the grand ball-room 
of the Hotel LaSalle today. 

Public relations represent the big- 
gest problem confronting business 
today, said Mr. Barton, who suggested 
that too many large companies are 
still dominated by the production or 
financial point of view. More adver- 
tising and sales executives on boards 
of directors would help to develop 
proper policies in the field of public 
relations, he said. 

Mr. Barton, who has been referred 
to in newspaper reports as the pros- 
pective advertising counselor of the 
Republican national campaign com- 
mittee, told ApvertTisine AGE follow- 
ing the meeting that nothing has yet 
been decided on this point. 


Weak New Survive 


In introducing his subject, Mr. 
Barton called attention to the rapid 
growth in population of the United 
States and Europe during the 19th 
and 20th centuries as the result of 
the control of famine and pestilence 
and the development of the machine 
age. He pointed out that millions 
who could not have survived the 
rigors of a harder era are now tak- 
ing the comforts and conveniences 
of civilization as a matter of course. 

The masses, said Mr. Barton, quot- 
ing Ortega, the Spanish writer and 
social philosopher, author of “The 
Revolt of the Masses,” represent 
those of every social class who seek 
only self-satisfaction, and recognize 
no call to self-discipline. 

“These new masses,” said Mr. 
Barton, presenting the Ortega pic- 
ture, “have waked up to discover 
themselves in possession of the 
world.” 

The war, he continued, developed 
the new idea that rulers cannot or- 
der a whole people into war. “If you 
are to enlist a whole people,” Mr. 
Barton said, “you must plead with 
them, stir their emotions by propa- 
ganda, make them great and glow- 
ing promises. Every people in 
Europe marched into battle under 
the hypnotism of promises. The 
war ended and the armies came 
home; with them marched disil- 
lusion and distress. JYovernments 
were incapable of riding the forces 
that had been unloosed. In Russia 


came Stalin, in Italy Mussolini, in 
Jermany Hitler. In America the 
New Deal.” 


Conscious of Power 


The millions who constitute the 
masses, the speaker said, have been 
mate literate and given the ballot. 
They have been taught in the very 
schools that were given them that 
they have natural rights. They now 
believe in their rights and are fully 
conscious of their power. To them 
every modern government, includ- 
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MINNIE FROM 
MINNEAPOLIS 


SAYS....... 


I suppose this is the time of yea 
when romance, the twittering of the 
birds and music fills the ai) At 


least it got me last night when I was 
walking around one of the lakes up 
here in Minneapolis with the bcy 
friend. We did a little singing, too 


But the theme song that 
everyone is humming up here is 
“Stars Fall On Minneapolis.” Swell 
tune. The bf. and I wrote it. All 
about how The Minneapolis Star 
now has the largest daily home de- 
livered circulation in Minneapolis 
and how it got there. 


new 


I can really give you the lowdown 
now since I got my new job at The 
Star. Let's go back to the time 
when we were graduating from high 
school. Remember? soy! Did | 
have a case on the football captain! 
That was in 1925. Ever since The 
Minneapolis Star has grown steadily. 
Even during the depression years, 
The Star made a 14,000 gain. And 
for the past year circulation has con- 
sistently climbed, a_ gain every} 
month without a single interruption. 


I tell you boys, The Minneapolis Star 
is certainly filling the newspaper wants 
of families up in this neck of the woods. 
Had a little Comic Limerick Contest | 
with only small change prizes. And | 
you know that thing almost had all of | 
us in a twizzy . . . more than 7,000 | 
readers wrote last lines for the limericks 
in less than four weeks. I had to help | 
judge them. 


Ced Adams, columnist for The 
Minneapolis Star, is the talk of 
the town. Not only does he dish 
out the local gossip, but is win- 
ning shouts of praise from read- 
ers. Take the case of the wheel 
chair. 


Ced heard about an elderly woman 
who needed a wheel chair... wanted 
it for five years. Finally her daugh- 
ter, a sweet little kid, wrote to Ced 
at The Minneapolis Star. Adams 
told his readers about it and the next 
day a Star truck driver answered a 
call and came back with the wheeler. 
When Ced told readers about it, how 
he and the truck driver choked when 
the dear old lady thanked them, 
many a hanky was a bit damp at din- 
ner time that evening. 


Northwest folks swear by Ced 
Adams. ‘Course some of them 
swear at him once in a while, but 
he packs them in the gallery and 
in the aisles with his column in 
The Minneapolis Star. 


There are a lot of personalities on 
The Star staff. You haven't met 
them yet, but folks up here in Min- 
neapolis consider these Star people | 
staunch friends. Not only is The 
Star gaining circulation steadily, but | 
is making lots of friends. I don’t | 
know much about reader interest | 
yet, but I do know that The Star is 
young enough to have what it takes, 
yet old enough in newspaper making 
to take its place in the community | 
it serves. 


Looks as if The Minneapolis 
Star is preparing for future ex- 


pansions, too. A lot of new me- 

chanical equipment has been 

rolling in. Papers have got to | 
be printed faster and better, the | 
boss said. Last week The Star | 
bought 18,000 square feet of | 
ground next to the building. | 
We've got plenty of needed room — | 
now. We're determined to give 
readers the best newspaper in 


the Northwest. 


And just to show that the new| 
theme song “Stars Fall On Minne- 
apolis” isn’t just another swing tune, 
circulation took another jump up in 
April. Net Paid average, 115,273 
Yes sir, boys, your best bet for more 
business is the buying-power-packed 
cireulation of The Minneapolis Star. 
Be seein’ you. 


THE MINNEAPOLIS 


STAR 


traest Daily Home Delivered Circulation 
In Minneapolis 


| reading-effort 


ithe 


| ployed to 


ing our own, makes its appeal, and | 
on their support it bases its hopes. | 

“While governments have been 
discovering the political power of 
the masses,” continued Mr. Barton, 
“business has discovered their pur- 
chasing power. 

“In 1919 there appeared in New | 
York City a thin tabloid daily news- 
paper consisting almost entirely of 
pictures and captions—a newspaper 
directing its appeal at the 
The circulation of that newspaper 
increased by leaps and bounds, and 
interestingly enough, its growth took 
little or nothing from the circulation 
of the established papers It did | 


masses. 


|not divide a field already occupied. 
|It discovered a 


multitude of people 
who never had formed the newspa 
per habit before. It discovered the 
masses. In circulation and probably 
in profits, it is today above 
other newspaper in the land. 
“Its 


any | 


readers are not confined to 


jany single social stratum, any more 
|than are 


the listeners to radio or | 
the devourers of comic strips. You 
find them on Park avenue as well ie 
on First avenue. They are joined 
together not by an income tax 
bracket but by a certain quality of 
mind. They desire that things shall 
be made easy for them. 


The Pampered Masses 
“They will 
fort to read, 
the pictures; 


forth the ef-| 
but they will look at 
they will follow eager- 
ly the adventures of comic charac- | 
ters; they will allow themselves to 
be lured by the charm of free music | 
and comedy. 

“Advertisers have been quick to} 
grasp the possibilities of these ease: | 
loving millions. Advertisements | 


not put 


have been translated into the no- 
form, and goods are 
offered on the no-down-payment plan. 
The advertiser does not disregard 
the classes, but he has been almost 
overwhelmed by the unsuspected 
volume of the buying power of the 
masses. 

“Today 90 per cent of the automo- 
biles are bought by people who 
twenty years ago never would have 
dreamed that they could own a car. 
In recent studies in department 
stores my associates have listed the 
names and occupations of the latest | 
200 buyers of mechanical refrigera- 
tors, of the highest-priced radios and 
of gold watches. 

“Who are these buyers? They are 
not anybody; they are everybody. 
They are folk whose ancestors bat- | 
tled for the mere necessities, but | 
they themselves accept it as a mat- 
ter of course that every luxury shall 
be theirs. This is as it should be; 
it is part of the glory of America. 
But it is something that has hap- 
pened so swiftly that few of us yet 
have awakened to its full signifi- | 


” 


|cance. 


| 


Mr. Barton suggested that the ef- | 
forts of governments to equalize | 
things from the standpoint of the | 
distribution of national income are | 
similar to those of handicap com | 


mittees of golf clubs to put all play- | 


ers theoretically on the same basis. 


Owners of America 


“The question is,” he continued, 
“who is going to have the most in- | 
fluence with the 130,000,000 mem. | 
bers of the club—the owners of 
America? For they are the owners 
let us make no mistake about that. 
We and our stockholders not 
owners: we are just men whom 
130,000,000 owners have’ em- 
build them automo- 
biles, make them some clothes, furn- 


are 


the 
some 


ish them electric light, make them 
some bread. 
“We are ready enough to recog- 


nize their importance when it comes 


to selling them our goods. We flat- 
ter them, we beguile them, we seek 
to lure them by every artifice at om 


command. We cultivate them as 
buyers; the politician cultivates 
them as voters. 

“They have very positive aspira 
tions They want more comfort, 


more leisure, more security, a better 
life. The politician them, 
‘Vote for me and I will give you all 
these things.’ Business says to it- 
self, ‘We have created the 
comforts and satisfactions of modern 
life,—but it this to the 


Says to 


most of 


does not say 


(Continued on Page 44) 


PROPRIETARY 
MEN ASK AID 


OF ALL MEDIA 


Self-Regulation Is Working 


Well, Group Hears 


New York, May 15.—An invitation 


|mittee on advertising of the Pro- 
prietary Association was today ex- 
tended to all advertising media by 


E. H. Gardner, executive secretary, 


|in making his annual report to the 
| association. 


that, while asso- 
and advertising 
constantly making 
self-regulation of their 
through the committee, 
some advertisers can continue to 
make claims for which the entire 
industry is subject to. criticism, 
though the offense may be commit- 
ted only by a few. With co-opera- 
tion from media, he said, objection. 


He pointed 
ciation members 
agencies were 
progress in 
advertising 


out 


| to co-operate with the advisory com- | 


| 
able claims can be practically elim-| proprietary manufacturers to open 
inated. He was quick to emphasize | their plants for consumer inspec. 


that many magazines, newspapers 
and radio stations already have high 
standards, or are co-operating with 
the committee. 


Review $60,000,000 


Mr. Gardner reported that some 
$60,000,000 worth of advertising copy 
has been reviewed by the commit- 
tee, in co-operation with advertising 


| 


| 
| 


agencies, during the past year. 
Other members of the committee | 
are Lee H. Bristol, vice-president, | 


Bristol-Myers Company; 
Preyer, vice-president, 


William Y. 
Vick Chem- 


ical Company; William S. Groom, | 
vice-president and general manager, 
Thompson-Koch Company; and 
Frank A. Blair, president of the 
Proprietary Association. 

Thirty advertising agencies yes- 
terday unanimously approved the 


work of the committee at a meeting 
to discuss the progress made since 
they have been functioning as asso- 
ciate members of the Association, in 
behalf of their clients. Co-operation 
in extending the service of the com- 
mittee to all its member agencies 
was offered by the American Asso- 
ciation of Advertising Agencies. 

In his annual report Earl E. 
Meyer, director of trade press pub- 
lications of the Association, urged 


| 
| 
| 
| 


tion, and to conduct regular visiting 
trips for women’s organizations, so 
that their laboratory and scientific 
work will be recognized by the pub- 
lic. 

He also recommended that a con. 
sumer booklet be issued by the asso- 
ciation to tell about the work dons 
by manufacturers, describing the 
cleanliness, manufacturing care, and 
precision involved in producing pro 
prietaries. 

“Muckraking folks make us con. 
scious of our responsibilities,” 
Frank A. Blair in his annual report 
as president. “It is our duty to pro 
tect the consuming public, and main 
tain its good will. We may have 
been too sure of ourselves, and 
must realize that complacency is 
the enemy of progress.” 

The necessity for clinical and 
scientific evidence to back up every 
claim made on labels, ‘printed mat. 
ter and advertising copy, was em. 
phasized by Dr. Frederick J. Cullen, 
the association’s Washington repre 
sentative, and former chief of drug 
control, U. S. Food and Drug Ad. 
ministration. He asserted that “text 
book” evidence was not enough. 

He also recommended that labels 
should be complete with a statement 


saic 


(Continued on Page 41) 


ae F A C _ S about the 


circulation of the Minneapolis Star 


1. Now the LARGEST DAILY home 
delivered circulation in Minneapolis! 


2. Largest TOTAL CITY circulation of 
any Minneapolis evening newspaper! 


3. Lowest Daily Milline Rate! 


4. Net Paid Average for April 


115.273 


Total City 75,329 e 


e 


City Home Delivered 62,662 


Minneapolis Star 


Largest DAILY Home Delivered 
Circulation in Minneapolis 
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The SOCIAL REGISTER 


of 
AMERICAN BUSINESS 


A partial list of Important Advertisers in The American Weekly 
during 1934, 1935 and 1936 


Admiracion Laboratories, Inc. 

Afhliated Products 
Edna Wallace Hopper 
Neet 

American Can Co. 

American Chicle Co. 

American Kitchen Products Co. 

American Radiator Co. 

American Safety Razor Corp. 

American Tobacco Co. 
Half and Half Tobacco 
Lucky Strike Cigarettes 

Armour and Company 

Associated Oil Co. 

Axton-Fisher Tobacco Co., Inc 

Babbitt, Inc., B. T. 

Bauer & Black 

Beech-Nut Packing Corp. 

Ben-Burk, Inc. 

Best Foods, Inc., The 

Borden Co., The 

Boston Varnish Co. 

Boyle Company, The A. S. 
Plastic Wood 
Three-in-One Oil 

Bristol-Myers Co. 
Ingram’s Milkweed Cream 
Ipana Tooth Paste 

um 
Sal Hepatica 

Brown & Williamson Corp. 

Burnett Co > Joseph 

California Fruit Growers Exchange 

California Packing Corp. 

Campana Sales Co. 

Champion Spark Plug Co. 

Chesebrough Mfg. Co., Cons’d 

Chiefrain Mfg. Co., The 

Chrysler Corporation 
Dodge Bros. 

Plymouth 

Clorox Chemical Co. 

Coca-Cola Co. 

Colgate-Palmolive-Peet Co 
Brushless Shave 
Dental Cream 
Palmolive Soap 
Super Suds 

Conklin Pen Co. 

Continental Can Co. 

Corning Glass Works 

Crosley Radio Corp., The 

Dennison Mfg. Co. 

Ethyl Gasoline Corp. 

Fitch Co., F. W. 

Ford Motor Company 

Franco-American Food Co. 

Frederics, Inc., E. 

Frigidaire Corporation 

General Cigar Co. 

General Electric Co. 

General Foods Corp. 
Calumet Baking Powder 
Jell-O 
La France 
Maxwell House Coffee 
Minute Tapioca 

General Mills, Inc. 
Bisquick 
Gold Medal Flour 
Wheaties 

General Motors Corp. 


uic 
Chevrolet Motor Co. 
Fisher Body Corp. 
Oldsmobile 
Pontiac 
General Tire & Rubber Co. 
Gillette Safety Razor Co. 
Glass Container Ass’n of America 
Glover Co., Inc., H. Clay 
Gold Dust Corporation 
Shinola 
Silver Dust 
Goodyear Tire & Rubber Co., Inc. 
Great Atlantic & Pacific Tea Co. 
Grocery Store Products, Inc. 
Heinz Co., H. J. 
Hubinger Co., The 
Hudnut, Richard 


Hump Hairpin Mfg. Co., The 
Janvier, Inc., Walter 
Jell-Well Dessert Co. 
Jergens Co., Andrew 

John Hancock Mutual Life 
Insurance Co. 

Johnson & Johnson 

<aufmann Bros. & Bondy, Inc 

Kellogg Co. 

Kelvinator Corporation 

Knox Gelatine Co. 

Kolynos Co., The 

Kotex Company 

Kraft-Phenix Cheese Corp. 

Lambert Pharmacal Co. 

Lamont, Corliss & Company 
Pond’s Face Creams - 
Pond’s Face Powder 

Lane Bryant 

Lea & Perrins, Inc. 

Leeming & Co., Inc., Thos. 

Libbey-Owens-Ford Glass Co. 

Libby, McNeill & Libby 

Lipton, Inc., Thomas J. 

Lorillard Co., Inc., P. 

Metropolitan Life Insurance Co. 

Nash Motors Co. 

National Biscuit Co. 

Ritz Crackers 
Shredded Wheat 

National Carbon Co. 

National Radio Institute 

Nestle-Le Mur Co., The 

Norwich Pharmacal Co., The 

Old Dutch Cleanser 

Oyster Institute of North America 

Pacific Mills 

Park & Tilford 

Parker Pen Co., The 

Penick & Ford, Led., Inc. 

Pennzoil Co., The 

Pepsodent Co., The 

Perfection Stove Co. 

Pillsbury Flour Mills Co. 

Pineapple Producers 
Cooperative Ass'n, Led. 

Potter Drug & Chemical Co. 

Promiee-Pabet Corp. 

Procter & Gamble Co., The 
Camay 
Crisco 
Ivory Soap 
Oxydol 

Quaker Oats Company, The 
Aunt Jemima 
Quaker Oats 

Reynolds Tobacco Co., R. J. 

Royal Lace Paper Works, Inc 

Rutland Fire Clay Co. 

Schenley Products Co. 

Schnefel Bros., Inc. 

Scholl Mfg. Company 

Sealed Power Corporation 

Seminole Paper Corp. 

Sheaffer Pen Co., W. A. 

Simmons Company 

Simoniz Co., The 

Socony-Vacuum Oil Co., Inc. 

Staley Mfg. Co., A. E. 

Stanco, Inc. 

Standard Brands, Inc. 
Chase & Sanborn’s Coffee 
Fleischmann’s Yeast 
Tender Leaf Tea 

Standard Oil Co., The 

Sta-Rite Hair Pin Co. 

Sterling Products Co. 

Bayer Aspirin 
Phillips Milk of Magnesia 

Swift & Company 

Thermoid Co. 

Union Oil Co. of California 

United States Rubber Co. 

Wander Co., The 

Warren Corp., Northam 
Cutex 
Glazo 
Odorono 

Watkins Co., The R. L. 

et oe Co., Wm. 

Young, Inc., W. F. 


What $18,000 buys 
in The American Weekly 


A full page in color more than twice the size of any other 


magazine page in the world . 
of about 44 cent per family . 


. . 5,858,468 families at a cost 
.. the attention of the entire 


family instead of a single buying factor. 


Families 


bein all previous circulation records, The 
American Weekly now reaches an average 
of 5,858,468 families, as shown by the Audit 
Bureau of Circulations Publishers’ Reports for 
the six months ending March 31st, 1936. 

This is how the circulations of the six major weekly maga- 


zines in the national field compare, according to the latest 
A. B. C. reports: 


The American Weekly 5,858,468 
Saturday Evening Post 2,805,252 
Collier's. . . . . . 2,437,839 
Liberty 2,253,223 
Literary Digest ed 724,329 
Time a hare ae 562,822 


(Circulation figures for The American Weekly are 
for six months ending March 31, 1936; for all other 
magazines for six months ending Dec. 31, 1935.) 


To obtain these six magazines, the American 

public spends each week: $585,846.80 for The American 
Weekly and the Hearst Sunday newspapers through which 
it is distributed, $140,262.60 for the Saturday Evening Post, 
$121,891.95 for Collier’s, $112,661.15 for Liberty, 
$72,432.90 for Literary Digest, $84,423.30 for Time. The 
figures are based on the single copy newsstand prices of 
the respective magazines. 


Selling the world’s richest market 


Now project circulation figures against the national mar- 
ket. What sort of selling job do these magazines do? 


In the United States, there are 122,775,046 people. Of 
these, 419,481 persons paid income taxes for 1934 on 
incomes of more than $5,000. 


Comparatively, a mere handful of people in the higher 
income brackets. Yet the American people as a whole 
constitute the largest and richest market 
in the world; they buy millions of auto- 
mobiles, radios, mechanical refrigerators 
and other high-unit luxuries and this 
year will spend some $30,000,000,000 
over the retail counters of the nation. 


Where does the money come from? 
Not from any one special group of peo- 
ple, clearly, but from many millions of 
people—all the people who buy goods— 
and in particular, from those people who 
live in the 995 key cities, of 10,000 pop- 
ulation and over, where 70% of all retail sales are made. 
They include only 49% of all the families—but they repre- 
sent the concentrated buying power of the nation. 


The two biggest known 
giants* in the world were 
exactly the same height; but 
the world’s biggest mag- 
azine dwarfs the next one 
with double its circulation. 


(*Machinow, Russian, 7 3”; 
Middleton, English, 9 3”.) 


Greatest 
Circulation 


in the World 


Lhe two biggest ships in the world~the Queen Mary and 
the Normandie—are about the same size . . . but the biggest 
magazine in the world is twice as big as its nearest competitor. 


What coverage do the six major weeklies atford in these 
995 key cities? The American Weekly gives an average 
family coverage of 29.21%. The Saturday Evening Post, 
13.88°; Collier’s, 11.82%; Liberty, 12.62%; Literary Digest, 
3.04%; Time, 3.09%, according to the last figures available. 


Or, more specifically, The American Weekly gives mer- 
chandisable coverage of 20% to 50% or better in 614 key 
cities—the next largest weekly magazine in 141 key cities. 


What is the secret of its leadership? 


HowhasTheAmericanWeekly attained this 
commanding position in the national field? 

Behind its rise is the dynamic force of 
reader interest. Imagine an editorial ap- 
peal so vital and compelling, so funda- 
mental and universal as to win and hold the 
interest of one-fourth of all the English- 


reading families in America. And still this 
vast circulation grows, paying tribute to the extraordinary 
genius of an editor who knows what interests people and 


why—and who, in the sixteen basic 
has found the key to the mental and 
emotional responses of all men and 
women, in all walks of life. 


The American Weekly is the 
world’s most fascinating magazine. 
By virtue of this fact, it is the most 
responsive magazine. Advertising re- 
sults are dramatic proof of the in- 
tense reader interest that has made it 
**the nation’s reading habit.”’ 


Where this magazine goes 


The American Weekly is the largest maga- 
zine in the world. It is distributed through 


elements of interest, 


Between the two largest stadiums* 
in the world, the difference in seat- 
ing capacity is only 1,000; but the 
world’s largest magazine has 3,000,- 
000 more circulation than the next. 
(*Wembley Stadium, England, at top, 
seats 126,000; Grant Part, Chuege, 
125,000; 


the 17 great Hearst Sunday newspapers. In 614 of America’s 995 
towns and cities of 10,000 population and over, The American Weekly 


concentrates 67% of its circulation. 


In each of 158 cities,it reaches better than one out 


of every two families 


In 146 more cities, 40 to 50% of the families 
In an additional 139 cities, 30 to 40% 


In another 171 cities, 20 to 30% 


. and, in addition, more than 1,982,000 families in thousands of 
other communities, large and small, regularly buy and read The 


American Weekly. 


om Cock-A-Doodle-Doo! 


Advertising revenue and linage published in The American Weekly 
during the month of April are the largest in volume for any Apri! 
in its history. It is the fourth successive month of revenue and 


linage gains for the year 1936. 


“The National Magazine with Local Influence” 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Parmotive Bupc., Cuicaco . . . S$ Wintnrop Square, Boston 


Monapnock Btiopc., San FRANCISCO 


Generat Morors Btipc., Detroit 


Arcape Bupc., St. Louis 


Hanna Buipc., CLEVELAND 


THEA ERICAN 
AX/EEKLY 


Epison Bupc., Los AnceLes 


101 Marietta St., ATLANTA 
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Chains Study 
Auto, Summer 


Radio Fields 


New York, May 14.—Radio adver- 
tisers were presented with addi- 
tional data of seasonal interest this 
week by the National Broadcasting 


Company and Columbia Broadcast- 
ing System, 


The CBS contribution to the store 


of radio lore is a survey of auto- 
mobile radio listening habits, con- 
ducted by the network’s own re- 
search department. NBC released 


an advance report on a survey of 
summer use of radios, made by An- 
derson, Nichols, Associates. 


There were 3,000,000 automobile 
radio sets sold as of Jan. 1, 1936. 
The CBS survey is based on 2,500 
completed mail questionnaires and 


more than 1,000 personal interviews. 

Principal facts uncovered are that 
the average daily listening to auto- 
radio is 2.6 hours per day on week- 
days and 3.2 hours per day on Sun- 
days. The average number of listen- 
ers is 2.7 persons. 

The percentage of owners 
tune in their sets while 
greatest in the evening, 


who 
driving is 
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per 


with 90.6| 


cent against 62.1 in the after- 
noon and 61.3 in the morning. 

The NBC investigation involved 
personal interviews with 7,456 heads 
of families in five representative 
cities. The calls were made during 
August, 1935. 

It was learned that only eight out 


of every 100 adults are away from 
home in any one week during the 
summer. Of the eight, five go to 


places where there are radios, mak- 
ing a total loss due to vacations 
of 3 per cent. 

The report will go thoroughly into 
related subjects, such as 


a break- | 


MANY WITHOUT 
INCOMES ENJOY 
REFRIGERATORS 


‘Home Owners Best Market, 
U.S. Survey Shows 


down of vacation habits, the per- | 
centages of men, women and chil- | 
dren available to radio during the 


summer, and summer spending hab- 
its. One interesting fact uncovered 
is that of every 100 adults receiving 
vacations, 15 spend them at home. 


Lease New Office 
New and larger quarters have been 
leased by Motion Picture Advertising 
Service Co., New Orleans, at 1032 
Carondelet St. The quarters will be 
occupied as soon as alterations are 
completed. 


Appoint Greenleaf 
Greenleaf Co., Boston, has been 
appointed to handle advertising of 
Cape Cod Steamship Co. 


Washington, D. C., May 14.—-In five 
out of nine markets thus far cov- 
ered, more families with no incomes 
had mechanical refrigeration than 
families with incomes of $7,000 a 
year and over, according to a re- 
port by Consumer Market Section 
of the Department of Commerce. 

The report X-rayed American 
homes for use of mechanical refrig- 
erators, building materials, automo- 


biles, heating apparatus, lighting 
facilities, fuel for heating, fuel for 


cooking and installed bathing facili- 
ties. 

Cities covered thus far and the 
size of the “sample” in each are as 
follows: Birmingham, 14.2 per cent 
of total population; Trenton, 13.7; 


Vili. EXTRA Creculalion 
geiea. yon YO’, MORE overage 


ORE THAN 


oY a 


The News-Post sells 60,000 more copies every day than any 
other Baltimore evening paper. This means 40% greater coverage 


of the Baltimore market. 


It means more circulation among the 


intelligentsia and among the hoi polloi—more class and more 
mass—more readers of every kind—in every section of the city. 


The News-Post is the only evening paper which, alone, 
adequately covers Baltimore. 


Total Circulation now 204.842 


(Publisher's Statement—6 months ending 3/31/36) 


For Sales Results—in Baltimore, Schedule the NEWS-POST 


Baltimore’s Family Newspaper 


Represented Nationally by 
HEARST INTERNATIONAL ADVERTISING SERVICE 


sw 


RODNEY E. BOONE, General Manager 


Che Baltimore American is your best buy. It, 


too, gives you a plus coverage—circulation now 233,- 


317—the largest in the 


South, and over 30,000 more 


than any other Baltimore Sunday paper’. 


53.3 per cent in Racine. 


Fargo, 21.2; San Diego, 16.7; Colum. | 
bia, S. C., 15.2; Austin, 13.3; Port-| 
land, Me., 17.7; Racine, 22.9, and 
Salt Lake City, 19. 


Some of Conclusions 


Climate apparently plays an unim- 
portant part in consumers’ de- 
sire for mechanical refrigeration. 

Home owners are the best pros- 
pects for mechanical refrigeration 
but there is a growing demand for 
this service in rented quarters. 

While more mechanical refrigera- 
tion proportionately is used in high 
income brackets, the actual number 
in use shows the greatest market in 
the $1,000 to $5,000 income group. 

The highest percentage of me- 
chanical refrigeration users Was 
found in Fargo, where cold weather 
has gained something of a reputa- 
tion, 28.2 per cent of its population 
using mechanical refrigeration. 


Fargo Leads List 


Fargo also boasts the highest 
percentage use of gas and elec- 
tricity, but Trenton, N. J., with the 
lowest percentage use of mechanical 
refrigeration—9.3 per cent—was not 
low in its use of either service. 

Percentages of refrigerator use in 
the nine cities are: Fargo, 28.2; 
Salt Lake City, 26.5; Columbia, 18.3; 
Birmingham, 17.8; Portland, 16.8; 
Austin, 16.1; San Diego, 16; Racine, 
14.4, and Trenton, 9.3. 

In Austin, Racine and Trenton, 
families with incomes of $5,000 to 
7,000 had proportionately more me- 
chanical refrigerators in use than 
their richer neighbors. However, 
in Columbia, every family with an 
income of $7,000 or more had me- 
chanical refrigeration. 

The number of refrigerator fami- 
lies in the $7,000 and over group 
ranged from this perfect figure to 


Overlooking a Bet? 


manufacturers 
overlooking a market 
among “no income” families, the 
survey indicates. This group in- 
cluded relief recipients and persons 
living on savings or loans. 

In Racine, for example, more than 
twice as many users of mechanical 
refrigeration in actual numbers 
were found in the “no income” 
group than in families with incomes 
of $7,000 and-over. The number of 
families in the “no income” group 
was greater, however, than the 
number with high incomes. 

Other cities where the “no in- 
come” users of refrigerators out- 
numbered the highest bracket users 
were Birmingham, San Diego, Fargo 
and Trenton. 


Middle Classes Best 


Refrigerator 
have been 


may 


However, the survey shows more 
than 90 per cent of the families 
without incomes were also without 
mechanical refrigeration, while 50 


to 100 per cent in the highest 
bracket had mechanical refrigera- 
tion. 


Possibilities in the $1,000 to $3,000 
income brackets are accentuated by 
the survey, which showed more than 
half the users of mechanical refrig- 
eration in each city within these 
brackets. The percentage of users 


in this income class range from 53.5 
per cent in Austin to 65.5 per cent 
in Birmingham. 

Universally the highest number of 
users was found in the $2,000 to $3,- 
000 bracket, which included the 
greatest number of families. 

A further breakdown of income 
classifications shows that the num- 
ber of users, widened to include the 
$500 to $5,000 brackets, ranged from 
73.3 per cent in Racine, to 90.4 per 
cent in Fargo. This income group 
included 88.6 per cent of all refrig- 
eration users in Birmingham; 90.1 
per cent, San Diego; 83 per cent, 
Portland; 88 per cent, Salt Lake 
City; 87.4 per cent, Columbia; 85.5 
per cent, Trenton and 83.1 per cent 
in Austin. 


Home Owners Best 


The survey contained some inter- 
esting figures on the relation of 
ownership of homes and refrigera- 
tors. While in every city surveyed 
the owner-occupant dwellings with 
mechanical refrigeration were great- 
er in proportion than tenant dwell- 
ings, in Salt Lake City the survey 
showed only a slight margin for the 
owner occupants. Here, with a gen- 
eral use of 26.5 per cent, owner- 
occupant use was only 26.7 per cent 
against 26.4 per cent use in tenant 
dwellings. 

There was a much wider difference 
in other cities ranging up to Port- 
land, where owner-occupant use of 
mechanical refrigeration was better 
than two to one, with 26.2 per cent 
use in owner-occupant dwellings 
against 12.1 per cent use in rented 
homes. 

Portland, with the lowest percent- 
age of single homes, ranks sixth in 
the list of mechanical refrigeration 
users. Austin, with the greatest 
number of single homes, 89.1 per 
cent, ranks seventh, however. 


The Two Pacemakers 


Salt Lake City and Fargo, the two 
high users of mechanical refrigera- 
tion, show much the same type of 
occupancy. Salt Lake City had 73.9 
per cent of its families in single 
houses and 11.1 per cent in apart- 
ments. Fargo had 79 per cent in 
single houses and 8.9 per cent in 
apartments. 

The market for refrigerators does 
not necessarily coincide with that 
for gas and electricity, the survey 
indicated. Trenton, low in percent- 
age of use of mechanical refrigera- 
tion, had 96.2 per cent use of gas and 
electricity. On the other hand, Co- 
lumbia, with gas and electricity fa- 
cilities in only 66.8 per cent of its 
homes, had 18.3 per cent use of me- 
chanical refrigeration to rank third 
in the list. 

The survey was started by the gov- 
ernment in 1934. Separate reports 
on each city are available from the 
Bureau of Foreign and Domestic 
Commerce of the Department of 


Commerce. Survey of nine more 
cities — Burlington, Vt.;: Casper, 
Wyo.: Des Moines, Ia.; Erie, Pa.; 
Frederick, Md.; Lansing, Mich.; 
Paducah, Ky.: Portland, Ore.; and 
Oklahoma City, Okla.—is being 
made, the bureau announced, and 


is to be published under one cover. 


given to bragging 


we should be shouting our heads off 
right now about Metropolitan’s circu- 
lation hovering around the seven 
million mark, but we mention it only 


in passing and shall 
continue using the 
A. B. C. six months’ 
average figures. 


Metropolitan 
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ADVERTISING AGE 


Bote AND Pp 


NEW YORK 


When American Industry was young, when a good car needed a 
good salary, there was some sense to a theory of marketing neatly 
split into “class” and “mass.” 

Powerful social forces changed this picture. Owners’ daughters 
married foreman’s sons. Time payments and expanding production 
became the chicken and the egg of a broader sales belief. 
Gradually, there grew in the minds of major marketers the appre- 
ciation of a volume market not bounded by “class” and “‘mass”’ but 
by people and their wants. 


ODUCTS 


IN THE VOLUME MARKET 


(Reading time—2 minutes, 29 seconds) 


an market must be visualized in terms 
of people. The dot maps, the handpainted 


counties, the cold pies from statistical bakeries, are 
but the symbols of the hungry mouths and eager 
hearts which make the American Market. 

Now all people eat food, sleep on beds, wear 
clothes, but not all people are prospects for the 
volume merchandiser. If you national advertisers 
define your volume market as “‘those families who 
can be reached with national advertising, and who 
can buy branded merchandise” you have auto- 
matically eliminated about one-third of America’s 
thirty million families. 

These people, geographically or economically re- 
mote, are not yet possessed of the basic materials 
of living. They can’t buy tires or gas because they 
don’t own a car. You won’t sell them vacuum 
cleaners or refrigerators because they don’t live in 
wired homes. And they care little for your concerts 
because they don’t even have a radio. 


O your volume market, within which you (and 
S your competitors) must sell your goods and 
make your profits is the twenty million families who 
do measure up to this level of buying and selling. 

In this volume market, you will find all kinds of 
people. People who never need to look at the right 


hand side of a menu. People who barely get by on a 


CHICAGO ° DETROIT ° 


Lil ¥ 
The Heart of the Volume Market 


BOSTON ° SAN FRANCISCO ° 


couple of thousand a year in some big city. People 
who live well on the same couple of thousand in 
some elm-shaded county seat. 

Of course, you will judge these people to some 
extent by incomes. But, incomes being equal, there 
are other measures: It is not only what a man 
makes but how he spends it which determines his 
value as a customer. One man’s money may be as 
good as another’s, but some people make better 
‘walking advertisements” for your product. Among 
all those millions are some so placed—socially, 
geographically, and economically —that they are 


more responsive and influential. 


, XHESE people are the heart of the volume 

market. Where they live, how they live, what 
they want, are important to you whether you use 
all the tools in the advertising kit or just a saw and 
a hammer in building your sales structure. 

These people made Liberty. Their location, along 
the lines of natural distribution, is the reason for 
Liberty’s leadership in retail circulation. Their 
response to Liberty’s warm, live, timely editorial 
treatment reveals their own like qualities. They 
come in all shapes and sizes, on every social level, 
but the great bulk of them are in those levels where 
cars and coffees ‘are still a matter of conversation, 


where advertising develops its greatest sales force. 
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Gladys Stevens to 
Head Cleveland Club 


Gladys E. 
ym, Ime was 
the Womens 


Stevens, McCann-Erick 
elected president at 
Advertising Nub of 
Cleveland annual meeting with Mrs 
Margaret jemis, president, Skells 
Typesetting Co., vice-president; Mrs. 
Ruff, Cleveland College 

director, coresponding 
Jane L. Kinney, adver- 
tising manager, W. B. Davis Co., re. 
cording secretary, and Myrtle J 
Noble, Noble Mail Advertising Serv 
treasurer. 

Florence Griffin, retiring president, 
was named delegate to the A. F. A. 
convention in Boston. 


Mrs. M. S. Epstein 


Joins Omaha Store| 
Succeeding J. 


tachel S 
publ 


ecre 


cations 


tary 


ice 


H. Preiffer, resigned, | 


Mrs. Marjorie Stolz Epstein  has| 
been named advertising manager of 
J. L. Brandeis and Sons department 
store, Omaha. 

Mrs. Epstein formerly was associ- 
ated with the Stix, Baer & Fuller 
Co., Famous-Barr Co., and Angelica 
Jacket Co., all of St. Louis. 


Otis Is Program Director | 

Edwin Otis has been appointed | 
program director of Station WHDH, 
Boston, succeeding Wayne Henry 
Latham, who has joined the staff of 
WSPR, Springfield, Mass. 


R etail Lineage 
Registers Big 
Gain Over 1935 


May 
major 


15. 


cities 


Retail 
hit the 


Chicago, 
in 65 


activity 
highest 


level of the year, compared with 1935, 


during the week ended May 9. Dur- 
ing that week the newspaper adver- 
tising lineage placed in these cities 
by retailers was 8.5 per cent above 
that placed in the same cities during 
the corresponding week of 1935, the 
ADVERTISING AGE index of retail ac 


| tivity shows. 


In the 65 reporting cities, the total 
retail lineage for the week was 19, 
699,187, compared with 18,193,845 for 
last 

The substantial gain for the past 
week also raised the average for the 
year to date, from 2.4 per cent above 
last year to 2.7 per cent. The total 


year. 


retail lineage carried by reporting 
newspapers thus far this year is 
308,686,840, compared with 300,435,- 


470 last year. 
Weekly Record Shown 


The weekly record of the cities 
measured, showing the gain or loss 
from the 1935 level, is as follows: 
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A SIGN WE SPACE 
BUYERS USE TO 
DESIGNATE SURE /’ 
IPESULTS - 


21 & 


@ It’sa great find, the Journal Rule of Three! It’s food 
in the hand, money in the pocket, for advertisers hun- 


gry for more business it 


1 this major market. Tramp 


the country over, from Alpha, Maine, to Omega, Cal- 
ifornia, and you will find only 7 other newspapers, in 
cities of 300,000 or over, equally fortunate in being 
able to chalk up Rule of Three fulfillment. 


THE JOURNAL 


Per Cent 


Week Ending Difference 


January 4... , + 2.5 
January 11. ih + 5.4 
January 18 .. MP +6.3 
January 35 ...--: + 3.6 
February 1... 3.2 
February 8 . +-1.0 
February 15 ‘ 0.8 
February 22 ; 4.2 
February 29 +1.9 
March 7 .. +-3.3 
March 14. + 2.4 
March 21 + 6.1 
March 28 + 3.1 
April 4.. + 1.8 
April 11 L929 
Ape 1s 0.1 
April 2 1.6 
May warren ee weee $3.4 
May 2D aw eee : ... +8.3 | 
Detailed figures for each of the 
cities measured are given in the tab- 


ulation which appears on this page. 


Jacobi to Mactadden 


Edwin G. Jacobi has joined the 
eastern sales staff of the Macfadden 
Women’s Group. He was formerly 


assistant space buyer at McCann- 
Erickson, Inc., and with the media 
department of J. Walter Thompson 
Co. 


Buys Shapin Studios 
Sereen Process Corp. of America, 
a subsidiary of Bauer & Meyer, Inc. 
New York, has acquired the Shapin 
Studios, New York. 
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The Rule of Three 


T CIRCULATION LEADERSHIP 
The daily Journal has the 
largest daily circulation in 
the Pacific Northwest. . . 
it has 28 per cent more city 
circulation than any other 


Portland daily. 
] ADVERTISING LEADERSHIP 


The daily Journal leads in 
+ retail linage, general linage, 
total paid linage. 


j LOWEST MILLINE RATE 
The daily Journal has the 
lowest milline rate of any 
Pacific Northwest daily. 


¥ Portland, Oregon ¥* 


REYNOLDS-FITZGERALD, Inc., National Representatives 


NEW YORK, CHICAGO, PHILADELPHIA, DETROIT, SAN FRANCISCO, LOS ANGELES, SEATTLE 
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Index 


May 18, 1936 


of Retail Activity 


in Important Markets 


Based on total retail lineage carried by all daily news- 


papers in each m 


arket reported on 


(Copyright, 1936, by Advertising Publications, Inc.) 


19-week 19-week 


Period Period Week Week 
Ended Ended Percent Ended Ended Percent 
May 11, May 9, Gain May 11, May 9, Gain 
City 1935 1936 or Loss 1935 1936 or Loss 
Akron, O. 5,593,458 5,551,154 —0.8 349,335 385,868 +10.4 
Atlanta, Ga. .... 5,097,769 5,589,234 + 9.6 322,224 342,160 +6.1 
Birmingham, Ala. 4,541,642 5,024,894 +10.6 235,676 263,494 -+11.8 
Boston, Mass...... 7,652,829 7,379,887 —3.6 472,239 503,494 + 6.6 
Bridgeport, Conn. 4,079,236 4,159,100 +1.9 247,996 246,288 - 
Buffalo, N. Y..... 6,031,012 5,658,102 —6.8 357,028 391,680 +9.1 
Cam@Gon, N. J... 1,402,191 1,499,024 +0.5 84,441 94,448 +11.s 
Cedar Rapids, Ia.. 1,638,532 1,764,994 + 7.7 98,602 109,046 +10.5 
Chattanooga, Tenn. 2,741,779 2,418,708 —11,8 148,189 130,362 —12.0 
CRIORMO, Biles sc «s 10,363,444 10,875,678 +4.9 688,907 706,086 + 2.4 
Gincinnati, O..... 6,083,724 6,116,876 +0.5 399,260 464,253 +16 
Cleveland, O...... 6,644,963 6,973,852 +4.9 434,040 465,358 + 6.7 
SOREIRS, TOR.ccsces 6,933,529 7,440,004 + 7.3 407,894 428,849 + 5.1 
a a eee 5,528,456 4,906,188 —11.2 345,114 302,722 —12.2 
DOE (OR esd - a eekeees sxaanmes oo 235,460 223,73 —4.9 
Des Moines, Ia.... 2,411,005 2,307,709 —4.3 125,307 141,475 +12.9 
Detroit, Mich..... 7,889,219 7,881,260 —0.1 443,536 529,607 +19.4 
i re 2,563,778 2,546,824 -0.6 167,650 164,458 —1.9 
Evansville, Ind... 4,336,444 4,702,012 + 8.4 300,286 287,476 —4.2 
Fall River, Mass.. 1,186,452 1,185,880 67,216 77,853 +15.8 
Flint, Mich....... 3,210,032 3,309,896 +3.1 191,226 193,088 +0.9 
i, a | re 1,826,822 2,081,462 +13.9 133,280 148,000 +11.6 
Grand Rapids, Mich, 3,343,302 3,298,046 —1.4 200,074 219,310 + 9.6 
Greenville, S. C... 2,221,381 2,057,833 —7.3 126,294 33,896 + 6.1 
Indianapolis, Ind. 6,116,766 6,214,941 +1.7 359,811 403,467 +12.1 
Jersey City, N. J.. 814,529 889,734 +9.2 57,568 71,514 + 24.2 
Kansas City, Kan. 746,851 811,139 +7.3 42,588 56,413 +32.5 
Knoxville, Tenn.. 3,109,061 3,418,198 +9.9 221,242 202,440 —B8.5 
Little Rock, Ark.. 3,444,882 3,333,764 —3.2 203,098 181,314 —10. 
Lynn, Mass....... 3,780,812 3,673,130 —2.8 270,004 262,094 —2.9 
Manchester, N. H. 1,274,918 1,229,096 —3.6 95,520 90,850 —4.9 
Memphis, Tenn... 4,060,098 3,993,392 —1.6 225,974 263,284 +16.5 
Milwaukee, Wis.. 4,724,928 5,073,037 +7.4 297,947 342,327 +1.5 
Minneapolis, Minn. 5,279,118 5,604,613 +6.2 315,095 353,254 +12.1 
New Bedford, Mass. 1,213,980 1,159,494 —4.4 65,954 69,930 +6.0 
New Orleans, La.. 6,638,853 7,022,911 +5.8 392,248 410,272 +4.6 
New York, N. Y.. 21,635,469 23,700,669 +9.5 1,327,051 1,477,832 +11.4 
grooklyn, N. Y... 2,708,388 2,478,603 —8.5 148,489 147,936 —O0.4 
Norfolk, V@i.+«.+. 3,267,166 3,411,814 + 4.4 197,414 210,882 +6.4 
Oakland, Calif.... 2,685,653 2,808,569 +4.6 176,057 176,441 +0,2 
Okla. City, Okla.. 3,784,417 4,080,101 +7.8 212,478 234,192 +10.2 
yg! ae | 4,157,675 4,036,372 —2.9 257,022 277,904 +8.1 
Philadelphia, Pa.. 10,441,410 10,526,518 +0.8 619,219 625,920 +-1.1 
Phoenix, Ariz..... 2,750,818 2,776,816 +0.9 133,924 137,690 + 2.8 
Pittsburgh, Pa.... 8,895,910 8,080,134. —9.2 563.976 623,210 +10.5 
Portland, Ore..... 3,771,726 4,209,890 +11.6 212,828 265,356 +24.7 
Providence, R. I. 5,085,414 4,933,504 —2.9 302,448 301,202 —O0.4 
Richmond, Va..... 4,247,684 537,232 + 6.8 251,020 314,678 +25.4 
Rochester, N. Y... 6,407,575 6,469,945 +0.9 423,806 452,834 + 6.8 
tock Island-Moline 2,794,904 3,139,992 +12.3 160,510 193,704 +20.7 
Sacramento, Calif. 3,904,472 4,076,963 +4.4 230,272 251,828 +9.4 
San Antonio, Tex. 2,028,239 2,363,836 +16.5 122,283 134,274 +9.8 
San Diego, Calif.. 4,574,642 4,968,630 +8.6 241,472 269,948 +11.8 
SanFrancisco,Calif. 5,299,928 5,765,605 +8.8 344,392 362,796 +5.3 
South Bend, Ind.. 3,027,109 3,069,477 +1.4 170,838 228,568 +33.8 
Spokane, Wash... 2,314,664 2,616,126 +13.0 129,791 141,442 +8.9 
St. Louis, Mo..... 6,703,105 6,699,490 tee 379,830 422,090 +411.1 
St. Paul, Minn.... 4,517,438 4,946,210 +9.5 273,693 332,389 +21.4 
Syracuse, N. Y.... 4,560,990 4,717,946 + 3.4 285,530 307,027 +- 7.5 
Tacoma, Wash.... 2,164,220 2,489,400 + 15.0 104,190 126,966 + 21.9 
Tampa, Wla....... 2,474,796 2,176,822 —13.1 130,256 145,656 +11.8 
Toronto, Ont., Can. 9,242,939 8,784,175 5.0 431,695 33,202 +-0.3 
Washington, D. C. 13,657,895 15,122,922 + 10.7 758,315 900,786 38-8 
Worcester, Mass.. 4,897,690 $845,606 —1.1 260.302 284,256 + 9.9 
Youngstown, O... 3,907,344 3,792,907 —2.9 216,419 260,018 +20.1 
Total .. 300,435,470 308,686,840 +2.7 18,193,843 19,699,187 +8 


New Orleans Has Tabloid 

The New Orleans Morning Tribune 
presented its first tabloid issue May 
11. It is published weekdays by 
James M. Thompson, publisher of the 
New Orleans /tem. 


Two Join Joyce 
Henry Dravneek, and Neal Haas 
have joined John E. Joyce studios, 
New York. Mr. Dravneek was for- 
merly art director with Batten, Bar- 
| ton, Durstine & Osborn, Inc. 


PAI 


Who buys it? 
When? 

What type? 
What brand? 


Ask any American Builder representative. He 
knows! Or write for information. 


NT 


for new 
houses 


AMERICAN BUILDER 


AND BUILDING AGE 


NEW YORK CITY: 
30 Church Street 


SEATTLE: 
1038 Henry Building 


LOS ANGELES: 
Union Bank Building 


CHICAGO: 

105 W. Adams Street 

ANN ARBOR, 
MICH.: 

1930 Norway Road 

SAN FRANCISCO: 

{tt Sutter Street 


Sales-producing Booklets, Folders, 
Inserts, Calendars, Window 
Displays, Counter Cards, and 
Complete Direct Mail Campaigns. 

i } -) | 
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Pac Kesete : a my tse cae dcsi'd 


TT; spiral still goes round and UP for 
the Chicago TIMES. April was a 


record breaking month. The TIMES set 
two new marks. 


ALL TIME HIGH 


In Circulation 
Daily Average in Excess of 


280,000 


THE LOWEST EVENING NEWSPAPER 
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This high point in advertising was reached 
after 30 consecutive months of lineage in- 
creases from Chicago Merchants. They see 
and feel the growing power of the TIMES 
in the Chicago Market. 


ALL TIME HIGH 
In Advertising 
Total Lines for the Month 


510,059 


—omChicagaLieinmith— 
THE fa), TIMES 


CHICAGO'S RE NEWSPAPER 
NATIONAL REPRESENTATIVES 


SAWYER -FERGUSON-WALKER CO. 
NEW YORK DETRON 
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 MILLINE RATE tN. CHICAGO 
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LITHOGRAPHERS 
URGED TO ADOPT 
SALES PLANNING 


Speculative Work Described 
as Curse of Industry 


White 


Sulphur Springs, W. Va., 
May 13.—With so much thought 
and study being put into manufac- 
ture, it is time for more to be de- 


voted to sales plans and sales strat- 
egy, Thomas H. Beck, president, 
Crowell Publishing Company, told 
the Lithographers National Associa- 
tion here yesterday. 

Several hundred lithographers 
and their wives gathered at this re- 
sort for the 3lst annual convention 
of the association, from Tuesday 
through Thursday. 

Speakers at sessions yesterday 
and today, in addition to Mr. Beck, 


included Gordon C. Aymar, art di- 
rector of Blackman Advertising, 
Inc., New York; D. E. A. Charlton, 
editor, Modern Packaging, New 


York, Philip Salesbury, executive | 


editor, Sales Management, and W. H. 
Neal, vice-president, Wachovia Bank 
and Trust Company, Winston-Salem, 
C. 

Mr. Beck pointed out that litho- 
graphers have made enormous tech- 
nical advances, and urged that steps 
be taken toward facilitating sales. 


Z 


How Budgets Help 


“In our business,” he said, “we 
budgets and quotas. In many 
businesses, and particularly in ours, 
there was a strong reaction against 
quotas. ‘You couldn’t quota the 
amount of advertising you were go- 
ing to get out of a territory.’ Well, 
you can. If you sell quotas on a 
certain basis, you can get them over 
with any sales staff. 

“A quota as a mark to 
isn’t worth a continental, but a 
quota as a division of the respon- 
sibility for the success of your firm 
is a very important thing and most 
men like to have it. 

“In a business as large 


use 


shoot at 


as yours 


or mine, and with as many adver- 
tisers to deal with, it is a simple 


matter to establish at least a mini- 
mum quota upon which the firm can 
build its expense and eventually get 
its profit.” 

Salesmen’s territories and _ pros- 
pects should be reviewed by some- 
one competent and should be listed 
as A, B, C, and D, so that concen- 
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“Perhaps D is this highly 
petitive stuff that ought 
handled by salesmen, if you will 


graphic technicians, who knows pro- 


he said. 

Budgets, quotas, analysis of ter- 
ritories and of customers are ex- 
ceedingly advantageous, Mr. Beck 


said, because they help to avoid the 
“hills of whoopee and valleys of des- 
pair.” 

Lithographers’ sales departments 
in dealings with clients and adver- 
tising agencies should first consider 
a plan to achieve a desired result, 
Mr. Beck argued. He urged them 
to get “over the fence” and study 
the customer’s problem. 

Mr. Beck prefaced his remarks on 
sales methods for lithographers with 
recollections of his early training in 
salesmanship. 

Experience proved to him, he said, 
that the secrets of good salesman- 
ship are ideas and hard work, re- 
luctance to prejudge prospects as 
“good” or “bad,” anticipation of ob- 


jections, and actual demonstration 
of a product’s merits, rather than 
“conversation.” 

On the subject of pre-judging 


prospects, Mr. Beck told how, when 
he was selling horseless carriages 
36 vears ago, a well-dressed gentle- 
man looked at one carriage after an- 


Now, all ready for mailing—the most complete story of the Omaha and 
Nebraska-Western lowa market ever issued. Get your copy. 


Get the facts about this TOP market in Farm Income, per capita . . . one of 
the highest in Wealth, per capita. 


See the striking leadership of the Omaha World-Herald—see how ONE news- 


paper, here, does a complete advertising at ONE cost. 


figures: 


Just compare these 


Omaha has 57,581 families in the city zone—the Omaha World Herald paid 


circulation is: 


Omaha carrier, 49,444; Total Omaha, 55,549; Total city zone, 


59,881; Total Paid Daily, 135,158; Total Paid Sunday, 132,870. 


WRITE or see our representative—for your copy of the new Omaha Market book. 
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FIRST in Circulation, Advertising and News [Fy sone (eve 


Merits a Place 


O'MARA & ORMSBEE, 
New York 


Boston 


on Every ‘‘A’’ Schedule 


INC., National 
Chicago Detroit 


Advertising Representatives 


San Francisco Los Angeles 


tration of most of the time is on A. | 
com- | 
not to be 


forgive my saying so, but by litho- | 


cesses, paper, ink, in infinite detail,” | 


ee ee ee en 


Jimmy Foxx tries out a new Gillette, while Charles M. Pritzker, adver- 


other, and _ said, “I don’t know 
whether to take that one or that 
one or that one, or to buy all three.” 
“IT was quite sure that he came 
from Macy’s ribbon counter,” Mr. 
Beck said. “We had a lot of esi 
sort of persons making inquiries 


in those days, and having read my | 
primer on salesmanship, I realized | 
the thing to do was to center the| 
prospect’s attention on one. So I 
centered on one which was $1,600.” 

Surprisingly enough, the custome) 


made out a check for the entire | 
amount, printing the famous signa- 
ture, “H. P. Whitney.” Mr. Beck 


said he spent “six months” 
find him after that 


trying to 
and sell him the 


other two cars. 

The reason that the advertising 
agency handles lithography for the 
advertiser is that the agency wants 


to render the most complete possible 
service, and not because this work 
is profitable in itself, Gordon Aymar, 
art director, Blackman Advertising, 
Inc., told the group 

Clients want agencies to handle 
lithography, he said, to tie up the 
magazine and newspaper campaigns 


more closely to all the miscel- 
laneous merchandise material. 
The agency is in a better posi- 


tion to do that than the lithographer | 
because it is working from day to 
day with the client and knows his 
future plans, Mr. Aymar said. At 
best, however, buying lithography is 
a “headache,” he commented. 

“I know that one agency had 
what they called a trade department 
in which they handled trade adver- 
tisements, merchandise displays, 


tising manager, awaits the decision. 


| window trims, counter cards, etc. 
They always lost money on it, and 
during the depression they cut out 
that department entirely. 

“The lithographer still has the| 


|agency 


1 $6,000 


|} welcome a 


opportunity to build up an outstand- | 
ing creative staff and the agency | 
isn’t going to hamper him The | 
Wants to devote its efforts | 
to other projects and it is going to| 
creative art staff 
lithographer.” 

Aymar that on a 
job, 40 sketches were 
by 12 different lithographers 
who saw them, he 
them at $100 
of speculative 
worth of 


strong 
in the 

Mr. said recent 

made 
A man 
estimated 
$4,000 


said 
apiece worth 
sketches for $6,000 


work. 


Appoint Ayer 

N. W. Ayer & Son, 

appointed advertising counsel by 

the Western Pine Association ot 

Portland, Oreg., organization of pine 
producing mills. 


Inc., has been 


Named by Arts 

The Custom Trades 
named Dameron-Reynes, Inc., New 
York, as advertising and publicity 
agents. The bureau, an association 
of made-to-order gown shops, milli- 
ners, tailors, tapestry makers, etc. has 
been organized to promote individ- 
ually designed, hand-made arts. 
Catherine Cleary is account execu- 
tive. 


Bureau has 


Elect Mrs. Dyer 
The Women's Advertising Club, 
Providence, R. I., has elected Mrs. 
Florence J. Dyer, Swiss Cleansing 
Cu., president; Elizabeth L. Wil- 
liams, vice president, Marbelle E. 
Tolman, corresponding secretary; 
Mary A. Christian, treasurer, and 


Rose Reynolds, recording secretary. 


INGRAM-RICHARDSON 
MANUFACTURING CO. 


BEAVER FALLS, PENNA. 
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In the Oklahoman-Times 


If you are like most national advertisers, you are looking for ways to build volume 
in metropolitan markets ® And here is the way to score a strike in the Oklahoma 
City metropolitan market . . . use color in the Oklahoman and Times! Its strategic 
value is available in two or three colors any day of the week in the news sections, 
and in four colors in the Sunday Oklahoman society section or comic sections, and 
in the Saturday evening Times comic section ® To color's insistence upon attention 
and its impact upon Oklahoman and Times readers is added the assurance of suc- 
cessful two, three or four-color plate reproduction that many national advertisers 
have learned is second to none in the United States. They have discovered that the 
technical staffs of the Oklahoman and Times have the skill and experience to print 
two to four colors on high speed rotary presses at the top of production . . . AND 
WITH THE COLORS IN REGISTER ® For getting sales in the Oklahoma City Mar- 
ket the Oklahoman and Times page has no equal. Color will increase that force. It 
is an eye-stopper. It grips consumer interest; burns through indifference; starts and 
accelerates reader-response. Color in the Oklahoman and Times will increase any 
advertiser's leverage in this market © Have we your schedule? 
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Oklahoman 


Color Advertisers 


Run-of-paper Color Advertisers 


~ Continental Oil Co. 
Skelly Oi} Co. 


Oil Independent 
Ass'n 
Westinghouse 
Electric Co. 
Mistletoe Express 
Sears-Roebuck Co. 
Rothschild’s B. & M. 


Kerr Dry Goods 
Company * 


:  Kellogg’s All-Bran 


Color Comic 


Postum 
Aunt Jemima 
Oxydol 
Ovaltine 
Folger’s Coffee 
Quaker Oats 
Quaker Puffed 
Grains 
Grape Nuts 
Rippled Wheat 
(Lodse Wiles) 
Grape Nuts Flakes 


Colgate Dental 
Cream 
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Oklahoma Natural 
Gas Co. ; 

Kellegg’s Rice 
Krispies 

Nash Coffee 

Kellogé’s Wheat 
Krispies 

Phillip’s Petroleum 
Company 

Calumet 

Royal Baking Co. 

Progress Brewing 
Company 


Advertisers 


Fleischmann’s 
Yeast 

Hind’s Honey & 
Almond Cream 

P. & G. White 
Naptha 

Mennen Company 

Baker’s Coconut 

Palmolive Soap 

Super Suds 

Post Toasties 

Post Bran Flakes 

Fletcher's Castoria 


Maxwell House 
Coffee 
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Dealers Suu 
Scott Bill on 


. 
Co-operatives 


| national 


Iborat Directory 
on Sale in U. S. 


1936 edition of Iborat Inter 
Directory of United States, 
European and Canadian publications 


The 


and marketing information, will be 
placed on sale in the United States 
|for the first time. 


Washington, D. C., May 14.—Judg- 
ing from the lack of interest dis- 
played at hearings on the Scott bill | 
this week, retail organizations are 
not concerned 


over the consumers’ | 


co-operative movement. 


No retail organization was repre- 
sented at the hearings. An officer} 
of the National Retail Dry Goods | 
Association was quoted as saying | 
that organization is too busy with | 


important matters to worry about | 
Advocates of con-| 
sumer co-operatives, therefore, had | 
things their own way at the ail 
ings. 

The bill would establish a revolv- 
ing fund of $75,000,000 to establish | 
a system of tax-exempt banks to aid | 
consumers’ co-operatives in ‘“pro- 
ducing, handling, processing, whole- 
saling, transporting or retailing and 
all goods, commodities or came! 
for which effective demand exists.” | 

Experts point to the lack of oppo- 
sition to the bill an indication 
that no action will taken on it 
at this session of Congress. 


co-operatives. 


as 


be 


eee Ne 


| $24.48 


3 | Dp ec tr 0 ait 


JEWSPAPE 


It is published by Iborat 
Corporation, New York 


Directory 


Gas for Scotsmen 


Economy is featured in current 


| New Richfield Hi-Octane Gasoline ad 


vertising, 
papers. 


appearing in 210 
Copy says that motorists save 
annually with Richfield. I] 
lustrations show a cheerful, canny 
Scotsman. Fletcher & Ellis, Inc., New 
York, is the agency. 


news- 


ABP Admits Three 


Associated Business Papers, Inc. 
has admitted to membership The 
tefiner & Natural Gasoline Manu- 
facturer, Petroleum Marketer, and 


The Oil Weekly, all published by 
Gulf Publishing Co., Houston, Texas. 


Holliday in New York 

Samuel N. Holliday has 
Nestle-LeMur Co. New York, 
sistant to the president, in charge 
of sales. He was formerly vice- 
president and secretary of Bromily- 
Ross, Inc. 


joined 
as as 


» 


'the Southern Newspaper Publishers’ 
| Association 


| director, 


News 
N DETRO 


 HOME-DELIVERED 


lof the Louisville Courier-Journal and 


BROAD PROGRAM 
TO MARK SNPA 
ANNUAL MEETING 


Convention Opens Monday at 
Asheville 


Chattanooga, Tenn., May 15.—With 
a broad program embracing topics of 
great general interest, members of 


the an- 
opening 
Inn, Ashe- 


gather for 
convention 


Park 


will 
nual three-day 
Monday at 
ville, N. C. 
Addresses scheduled will include 
“The Changing Newspaper” 
Ethridge, general manage! 


Grove 


on 
Mark 


one 


by 


Times. 

Dr. W. W. Alexander, assistant ad- 
ministrator, U. S. Resettlement Ad- | 
ministration, will discuss “What Can | 
Be Done About Farm Tenancy?” and | 


Mrs. Jessie Daniel Ames, executive 
Association of Southern | 
| 


_ 


WINDOW DISPLAY SELLS FIRE INSURANCE 


TOMORROW, 
MAY Bi TOO LATE 
ee enmneenianead! 


Chesapeake & Potomac Telephone Co., Washington, D. C., is building business 


of clients by telling their story in window displays. 


Henry J. Kaufman Advertis- 


ing Agency created this idea, with the aid of F. S. Holt, Aetna advertising 
manager. 


Women for the Prevention of Lynch- 
ing, will talk on “Can Newspapers 
Harmonize an Editorial 
Against Lynching 
of Lynchings?” 


Forum on Promotion 


Discussion on “Promotion, of a 


| Daily Newspaper” will be led by H. 


J. Moorhead, promotion manager, 
| Knoxville, Tenn., News-Sentinel. 


J. F. Donahue, Tyler, Tex., Tele- 
|graph and Courier-Times will lead 
|} consideration of “One-Man Photo- 
Engraving Plant,” and a forum on 
“Classified Advertising’ will be led 
|by H. W. Connell, Beaumont, Tex., 
| Enterprise and Journal and vice- 


president of the Association of News 
paper Advertising Mana- 
gers, 

Herbert Porter, Atlanta Georgian 
American, chairman, will present the 
advertising committee’s report, and 
Emanuel Levi, publisher of the Chi- 
cago Herald and Examiner will make 
his annual report as president. 

The pleasure motif has not been 
neglected in the arrangements. A 
golf tournament for members and 
guests is scheduled for Tuesday and 
special entertainment has been ar- 
ranged for women attending. 


Classified 


Richardson Joins RCA 


Paul C. Richardson has _ joined 
J., to do special work for the execu. 
tive vice-president. He was with The 
Saturday Evening Post for four 
years. 


Hollihan with WBS 
G. E. Hollihan has joined World 
Broadcasting System, New York, in 
the program service department. He 
was previously radio director for 


Alfred Rooney Company. 


Policy | 
and News Stories | 


|}ing copy 


RCA Manufacturing Co., Camden, N. | 


ARMOUR USES 


FRIDAY PAPERS 


Chicago, May 13. After confin 
on its meal of the month 
to Sunday newspapers for more than 
a year, Armour & Co. have changed 
over to Friday papers. W. R. Hem 
rich, advertising manager, said he 
believes insertions on the peak buy 
ing day for foods will obtain maxi 
mum results. 

Six Friday papers were used last 
week, and the change-over will be 
continued with 600-line insertions 
May 22 in the Philadelphia Bulletin, 
Indianapolis News, Cleveland Plain 
Dealer, St. Louis Post-Dispatch, Neu 
Orleans Times-Picayune and Chicago 
Tribune. Semi-monthly copy will be 
the rule. 


Broadcast Fails to 
Mention Product 


Christian Feigenspan Brewing Co., 
Newark, N. J., broadcasting seven 
nights a week on WOR, Newark, has 
dropped commercial announcements 
on its Sunday programs. 

It is said that this is the first in- 
| stance on record of a broadcast with- 
| out mention of the sponsor’s product 


Roto Supplement 
Aids Landon Boom 


A four-page rotogravure — section 
devoted to the candidacy of Gov. Alf 
| M. Landon of Kansas for the Repub- 
lican nomination for President was 
published May 10 by the Kansas City 
Journal-Post. 


The section was paid for by his 


| supporters and friends. 


Industrial and 
Commercial 
Air Conditioning 


Effective coverage in this Important Dual Market 
... two monthly papers which have the greatest 
subscriber audience in air conditioning. 
“Headquarters” for complete market and media data. 


KEENEY PUBLISHING COMPANY 


6 N. MICHIGAN . 


Come to 


BOTH PAPERS 
ARE ABC 
AND ABP 


Residential 


Air Conditioning 


« CHICAGO 
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ACTICAL 


VILDER 


9 East Van Buren Street, Chicago 
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FREE 


ict Tre CHANCES are that if it is not already on the dealer’s shelves it will be the next time 
ven she calls. For Mrs. Free-Spender not only buys liberally in whatever quantity is needed to 
replenish the family larder—she buys critically, also: for with the Free-Spenders quality 


ith: is never subordinated to price. 


And a little investigation will reveal the fact Mr. Grocer is not entirely unaware of 
the value of the Free-Spenders to him as customers, for by far the largest part of his 


advertising is placed in the newspaper read by the Free-Spender family. 


In the three largest cities of the Pacific Coast Market the Associated Weekly’s mem- 
ber newspapers carry two and one-half times as much grocery lineage, chain and inde- 
pendent, as do competing 7-day newspapers. For the newspapers which comprise the 
Associated Weekly group, twelve in number, are edited specifically for those better-than- 


average families who have money to spend and whose habit it is to buy quality first. 


Follow the lead of your local distributors; place your advertising message, in color, 
in the Associated Weekly, Magazine and Comic Sections, with its 1,100,000 circulation 


reaching 41% of the total consumers in the Pacific Coast Market. 


SAN FRANCISCO CHRONICLE e OAKLAND TRIBUNE e SACRAMENTO UNION e LOS ANGELES 
— TIMES e LONG BEACH PRESS-TELEGRAM e SAN DIEGO UNION e PHOENIX, ARIZONA 


AD) REPUBLIC e PORTLAND OREGONIAN e TACOMA LEDGER e SEATTLE TIMES e SPOKANE 
SPOKESMAN-REVIEW e SALT LAKE TRIBUNE 
J “Over one million and one hundred thousend circulation and a 41% coverage of all families.” 


Reh EGE ERD PRET OTTIE raps eer % ae 5 . " ~ EEL 


SRS & : , Segal et OARS RS es a Seabee IA 


OFFICES: NEW YORK e CHICAGO e DETROIT e CLEVELAND e SAN FRANCISCO e LOS ANGELES 


FREE-SPENDER ASKS FOR YOUR PRODUCT: 
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Interpreters to the Public 


Pointing out that 
tions are still dominated by the 
production or financial point of 
view, although the problem of pub- 
lic relations is now the most im- 
portant confronting American busi- 
ness, Bruce Barton made a plea in 
his address last week the 
Illinois Manufacturers’ Association, 
reported in this of ADVERTIS 
ING AGr, for greater representation 
on boards of directors of sales and 
advertising executives. 


many corpora- 


before 


issue 


There has been considerable prog- 


ress in this direction in the past 
few years, but it is no doubt true 
that too few corporations have 


adopted the correct attitude toward 
the public. Today the job is both 
sell goods to consumers, and 
likewise to gain acceptance for ideas 
and policies which represent stand- 


to 


ard business practice under the 
American competitive system. 
Advertising and marketing men 

now have the double task of in- 


terpreting the public to their institu- 
tions and interpreting their insti- 
tutions to the public. This will in- 
volve a new type of institutional 
advertising, which will not in- 
tended to glorify the business nearly 
so much as to explain, interpret and 
sell its policies, methods and ideas, 
as well as its products. 

As Mr. Barton suggested in 
thought-provoking address, the prob- 


be 


his 


lems of business in relation to the 
public are not merely those which 
have developed out of current po- 
litical conditions.. After all, po- 
litical programs are usually results 
rather than causes; they reflect 
popular ideas and trends, and they 
are adopted because they seem to 
meet the demand of the times. 


Thus the questions raised by a na- 


tional administration apparently 
will 


effectively 


big business be 
nearly 
the administration 
the public 
better the advantages of the Ameri- 
it built up 
industrial 
advertising men 
public - relations 


hostile to 


answered not so 


by defeating us 


by making understand 


can system as has been 
this 
Can 
proper 
based on a keen understanding and 
all the complex 
and economic 


flowing 


in era. 


develop a 
technique, 
appreciation of 


social, political cur- 


rents which through 
American life today? 
help in the organization of company 


which 


are 
And can they 


policies will make corpora- 


tions more nearly acceptable to the 
public? 
Advertising alone de- 


men canhot 


termine basic policies of corporation 


“Yours Sincerely’ 


Experts on letter-writing say that, 
it not, many important 
businesses still 
letters which are couched in the ob- 
it thought 
had been generally discarded years 
It stilted, 
verbose, as well as 


believe or 


are sending out 


solete style which was 


ago. was cloudy and 


insincere and 


ineffective in its phraseology. 


Just why business men, who 


should know better, should cling to 
the clichés of letter-writing which 
were acceptable forty years ago, but 
have by the 


informal and friendly style of today, 


been replaced clear, 


is hard to understand; but there 
are plenty of examples to show} 
that we have not progressed in this 
field as rapidly as had been sup- 
posed. 

Not only companies which do a 
considerable portion of their busi 


ness with consumers and dealers by 
mail, but all at 


an occasional cor- 


ethers should have 
check of 


least 


management, but in the coming 
years they will have a remarkable 
opportunity to demonstrate their 
ability in the field of public rela- 
tions. They sit today in the in- 
terpreter’s house. 

respondence by those who are fa- 
miliar with the character of the 
business and also with modern 
standards of business correspond 
ence. Such a check should be both 
revealing and profitable. 

The two things which” expert 


criticism would doubtless emphasize 
are that the use of unnecessary and 
stilted phraseology in letter-writing, 
While indicating 
handling 


a lazy method of 


correspondence, is ex- 
pensive in consumption of time, and 
that it under 
those the 


warm and friendly tone which good 


becomes impossible 


conditions to develop 


business letters should have. 
the recipient 
whether it 
order or taking care 
the writer 
“Yours 


convince 
letter, 


To 
business is so- 
of 
in 
i, the 
whole letter should reflect the spirit 


Many 


liciting an 
that 


signing 


one, is justified 


sincerely,” 


of sincerity and friendliness. 


so-called business. letters lack those 


qualities completely 


LOS ANGELES: Simpson-Reilly, 536 S. Hill St., Gordon Simpson, 
ATLANTA: B. Frank Cook, Walton Building | 


| Then 


HOUSEHOLD SAMPLE GOES ASTRAY 


—Purchasing. 


The boys in the power plant are flabbergasted when this minute vial 
of lubricating oil finds its way into their hands for a test. 


Voice of the 


Advertiser 


Experts Disagree; 


Only CR Infallible | 


To 
page 


made 


The article on 
current issue 
me shudder little. I refer 
report of current speech 
Matthews, of the Consum- 
Bureau. 

the activities 
his outfit 


Editor: 
of your 


the 
four 
a 
to your 
by J. B 
Research 

To my mind 
Matthews and 
more misleading to the 
of America than those 
vertiser he might name. 

He and his 
selves up as 
true 
these 
to 


service 


a 


of Mr. 
are far 
consumers 
of any 


them- 
judges of 
not true, 
on their 
subscribers to 
and unbiased 


associates set 
infallible 
and what 
Jehovahs 
gullible 
final 


What is is 
pass 
decisions 
their 
fact. 

Nonsense. How dare anyone 
prating of truth dare to upon 
the statements in a given advertise- 
ment by any such method as that? 

The Consumers’ Research Bureau, 
for instance, to rate the 
quality of automobiles and their mo 


as 


pass 


assumes 


tors. Now, if they knew anything. 
they would know veteran and hon 
est automotive engineers sincerely 
differ as to what is the best prac- 
tice in many given cases. Mr. 
Chrysler and his engineers are as 


sincere as are Mr. Kettering and his 
vet they differ on many 
things. By what God-given authority. 
then, do Mr. Matthews and his asso- 
rate Mr. Chrysler’s product 
above Mr. Ketterings, or vice versa? 

Instances to illustrate the point 
many Here, however, are 
others: 

Dr. Forhan, 
vertised a pyorrhea astringent. 1 
happen to know he_ sincerely be- 
lieved he had a beneficial ingredient 
in his tooth paste. Yet other dental 
authorities disagreed. Now Mr. 
Matthews, were he honest, would 
know that seldom do any two repu- 


associates, 


ciates 


are 


for many vears, ad 


table physicians agree on a_ diag- | 
nosis. 
A few vears ago. cultured milk 


was boosted in the advertising of a} 


great many honest dairy companies. 


One school of medical thought be- 
lieved that the Hungarian people 
lived to such old age because of 


their heavy use of sour milk prod- 
ucts. Johns Hopkins conducted ex- 
haustive experiments tending to 
show that what clings in the colon 


seldom has anything to do with 
health so that the little “sour milk 
bugs,” thought to eat this colon 
refuse, really could not contribute 


ad- | 


j}much to man’s longevity. But two 
person of thought on this subject 
| stilt exist. Who, then, could give 
| the final truth to Mr. Matthews and 
| his fellow yappers on this subject? 
1 think the point is clear. 

No one the need of 
jtruth in advertising. But the catch 
| in the thing is to pick the “Supreme 
court” to rule what is truth and 
what is not. 

Certainly, it is untruthful for 
Mr. Matthews and his gang to as 
sume in their service to be this ‘“‘su- 
preme court” as it is for Dr. Forhan 
any other gentleman to 
place before the public products 
which are believed to be of benefit. 

During more than 20 vears, 1 
have, from time to time, been priv- 
ileged to sit in the intimate coun- 
cils of such nationally known adver- 


questions 


on 


as 


or sincere 


tisers, as Ford, Nash, Hudson, J. B. 
Williams, National Dairy Products, 
Postum (now General Foods) and 
others. Never, in all these years, 
have I heard a responsible executive 
suggest telling a dishonest story to 
the public, that is, a story that he, 
himself, knew to be untrue. The 
fact is, all the pressure is put on 
the other side. 


From this experience it is my _ be- 


lief that truth in advertising always 
handles itself. No matter what 
claims nor how much money are 


put behind a product, that product 
ultimately dies unless it does serve 


a real human need better than its 
competitors. 
You can’t fool all the people all 


of the time no matter how hard you 


try. Smart business men found this 
out long before the Consumers Re- 
search Bureau was ever heard of. 
It keeps advertisers who wish to live 
and continue to prosper on truth’s 
side better than any half-informed 
body of artificial arbiters ever pos- 
sibly can. 
Rospert W. MICKAM, 
Editor, Real Detective. 
New York. 
v v v 
| Critique 
To the Editor: Permit me to call 
| 


your attention to two instances of 
what I consider poor advertising ap- 
proach or appeal. The first is illus- 
trated in a newspaper advertisement 
of the glories of Cole Brothers’ Cir- 
cus, recently in town, in terms of 
size as described by such state- 
ments as “$7,500 daily expense.” 
Personally I doubt if anv circus 
|fan would feel moved to attendance 


by such a claim. There seems to 
me to be so many things to be said 
about the circus that to have to re. 
late the size by numbers and figures 
and dollars and cents, is rather 
weak advertising. 

The other instance I have in mind 
was doubly impressive because | 
saw the same slogan in two places 
already. I refer to the large sign 
on a garage specializing in repair 
work and reconditioning of automo 
biles, which 


states: “Pay as you 
ride.” I, for one, would be much 
more interested in riding while | 
pay. 


I believe that both of these ad 
vertisers were thinking of their own 
personal problems or troubles and 
not the selling points of disclosing 
the Reason Why. A little more con 
sideration of the customers’ view. 
point and more sales of products 
could have been effected. 


JAMES R. LYTLE, 
6420 Woodlawn Ave., Chicago. 


v v v 
Can be Deducted 
To the Editor: What leads Mr 


Robert Clary, of Los Angeles (your 
issue of May 11) to conclude that 
all advertising expenditures are not 
now deductible from gross income 
tax returns? They are at present just 
as much deductible as are such othe: 
normal and iegitimate items of ex 
pense as rent, salesmen’s salaries 
and commission, or the telephone 
bill. 
W. A. McDErRMID, 
A. McDermid & Associates, 
New York. 


WW 


v 


Needs Deeper Pocket 


To the Editor: How come you 
have recently been folding ApDvVERTISs- 
ING AGE vertically instead of hori- 
zontally? It’s too long to carry in 
my pocket now. 


vey¥ 


G. W. YOUNG, 
Junior Sales Dept., Crowell Pub- 
lishing Co., Springfield, O 


7, FF F 


Financial Copy 
Beyond Reproach 


To the Editor: Referring to your 
editorial on the death of the Cope- 
land Bill, I am proud to say that 
there has been little that could be 
criticized in financial advertising by 
the members of the Financial Adver- 
tisers Association. 

As a matter of fact, bankers in 
general usually lean over backward 
in being conservative in their state- 
ments. This attitude might be emu- 
lated by merchandising advertisers 
with benefit to them. 


Our Association has no definite 
plans in this connection except its 


general policy to go directly to any 
bank if it feels that the institution 
is not ethical in its advertising. A 
frank discussion of the subject usu- 
ally succeeds in ironing it out to the 
satisfaction of all parties concerned. 
This action, however, is an excep- 
tional and not a usual case. 


ROBERT W. SPARKS, 
Financial Advertisers 
Assn., New York. 


Pres., 


v 


Purge Is Needed 


To the Editor: I read your edi- 
torial, ‘‘The Issue Is Self-Regulation” 
with interest. 

Personally, I have no doubt but 
what the Copeland Bill in some form 
or other will eventually pass. If the 
various media do not purge their ad- 
vertising columns and if radio does 
not soft-pedal its commercials some 
one is going to do it for them, and 
no mistake. 

In our own publication, we have 
guaranteed our advertisers for 4 
great many years, but even at that 
we occasionally run a piece of copy 
we would prefer not to run. 

Personally, I am strongly in favor 
of a clean-up; indeed I have the mat: 
ter of censorship of advertising uP 
for discussion right now with the 
members of our association. 


¥ F 


B. Morcan SHEPHERD, 
President, Agricultura! 
Publishers Assn., Richmond, Va. 
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“My cables will be sent from 
Paris May 8th —your magazine 
will be on the press May 14th. 
This amazing speed in fashion 


, 


service is certainly most 
. / 
modern. Congratulations!’ 


rk. 


Tou 

ris- 

ori- 

in . ° 

DORA LOUES MILLER, Internationally Renowned Stylist 

. Paris Bound, aboard the S. S. Lafayette 

Oo 

ch 

our 

ype- 
hat 

be 
- by 

ver- 
; in 
rard 
ate- 
mu- 
sers 

nite 

its 

any 

tion 

A 
usu: 

the 
ned. 
cep- 
rs 
*k. 
W, do not expect farm women to buy Paris of tomorrow’s fashions weeks before other women 
edi- clothes, but every woman is intensely interested can have them. 
tion” R 
In f; hi Ww e a i a i > . . . . 

¥ ashion news. We asked Miss Miller to select for In giving farm women this fashion forecast, 
form our ju iss 3 i > ° ° ° 
£ the June issue some of the outstanding successes we are fulfilling our promise to deliver a more 
r ad- of h . - o . 7 . P ™ 

does the Paris May openings, creations that are likely timely ... more interesting ... more complete 
some- ° Y ° ° 

to influence , - ‘ . 

a ence American fall fashions farm magazine. 
have ‘ . ‘ e e ° 
~ 4 Last minute sketches, based on descriptions Farm Journal’s four-day printing schedule permits 
that ; 

copy which she will cable to us direct from Paris, a unique service to its more than 1,200,000 readers 
git will give Farm Journal’s women readers a preview in the timeliness of its entire editorial make up. 
mat 
ig up 
1 the 
), 
- OR 59 YEARS 
va ’ = = . 


Si oe “oO ee “ ~ ~~ “ on i ‘ icpeats mS, > oie ea "9 he : * aR pea 2 wo pea - A Stee : a a ‘ ; gg - . 
sy | i ¢ a ; / is 
L 
a —— — —_—_————$—$—>—>—>—>—>—>—>—>—>—>—=£[_—>_>_>_>_>_&_&_&_[_—a—K—_—_—_—_—_—_—E— . 
\ 
d 
8 
r ie *s “f Ag 
d "lull eg 
oa, 4 « * = 
I a he tks - 
ma or Shee “a gas 
Tr] Ne 
n 4 
ir ‘ 
» # : 
yu 
h a 
I ns = 
d : 
ni 3 
id i 
1g a 
n- 
my oF ; 
ts =f i 
% “a a F — 
. x hd 
. : : & f 
ir 
ur —__ : : 
at . i “— * 
ot é Me : 
ne eee a ; | 
ist — el : 
e1 . ™ ; is . a 
ne : j i. " —— ae: ee e. <s 
“Se a SSS 
. 7 a — 
, Fs ee Fs . Na Se ———— 
c ; a ra = F vee ee Speak a —<—— 
Hs 2 . es dle ) Se 
_ 4 a a a See ee | 
; i = & & ae ~~ Ey | . eG BT ea 
— — = ee SS LT Pe is i a a SPS oe OT a Ee TS i aa ae UES Se a : 
ee is & 7 Ps te . ; } r 


14 


ADVERTISING AGE 


May 18, 1936 


TELEPHOTO IS 


UTILIZED FOR 
DEALER'S COPY 


Retailer Proves: that System 
ls Practicable 


Chicago 14.—-Recent of 
telephoto sending a picture to 
be used the same day in a newspaper 
advertisement has emphasized the 
availability of this mechanism for 


May 
for 


use 


speedy distribution of commercial 
copy. 

The Telephoto was employed by | 
the J. W. Greene Company, Jersey | 
City, N. J., to send a photograph 


from the Merchandise Mart, Chicago, 
for a display advertisement to 
run the same day 800 miles away. | 

Copy for the Jersey City furniture | 


be 


store was used in The Jersey Jour- 
nal, an afternoon paper. ‘The test | 
picture for the furniture display 
copy was sent by the Times-Wide 


World system, which can be operated 
through any ordinary telephone. The 
picture was filed from Chicago by V. 
P. McMahon, manager of the Chicago 


bureau. It took seven minutes to 
transmit. 
Cost of Transmission 
Mechanical costs of sending the | 


picture were about $10 and the tele- 
phone toll for the seven minute- 
transmission was $7.20, including fed- 
eral tax. 

The completed advertisement, | 
dominated by the picture of a_ bed- 
room suite of distinctive style at the 
Chicago market, promised that the 
self-same furniture would shortly be 
available to Jersey City residents 
Karly editions stressed the fact that 
a new method of transmission 
the advertisement to appear 
second edition news of 
ing nature. 

Fashion pictures have been cabled 
and radioed from foreign continents 
for advertising but this is believed 
to mark the first domestic of 
wire pictures in advertising copy. 
Hitherto transmission has been con- 
fined largely to the news picture 
field. The first application was at the 
Republican National Convention in 
1924 when the system, then operated 
by the American Telephone & Tele 
raph Company, used to trans 
mit the assembly. 


| 


made 
in the 
an outstand 


use 


a4 


was 


news pictures of 


Demand Was Light 

Subsequently commercial use was | 
made of the system largely in trans- | 
mitting legal and financial copy but | 
the demand was insufficient 
profitable operation and the 
was discontinued. 
Charles Barnett, 
manager the A. 
with the 
inception, said 
nothing to prevent 
of photograph 
facilities for 


for | 


service | 


Chicago division | 
T. & T., and as- 
service almost | 
however, 
current 
cCOpy 


of 
sociated 
its 


sees 


since 
he 
employment 
transmission 
cial 
He pointed out that the regulation 

now filed with the Federal Communi- | 
eations Commission provides for use 
only by the press of toll telephone 
service in experimenting with photo 

graphic transmission 


or 
commer 
use. 


for the vear | 
ending Aug. 7, 1936. It would be a 
relatively simple matter, he said, to 
delete the experimental provision 
and the limitation to press use it 
there were a general demand for 
the service 
Possible Complications 
If an effort were made privately, 
however, to promote such service 
using telephone facilities, he pointed 
out, the promoters would come un 
der the classification of common ¢ar- | 
rier which would alter the otherwise 


comparatively simple picture. 


Under the present setup three ma- 
jor services for transmitting pictures 
ire in operation The Associated 
Press wirephoto, New York Times 
Wide World telephoto and the In- 
ternational News Photo service. 

The AP system operates exclusive- 
ly for member newspapers and con 


centrates on news photos. In the| phone receiver. He said the mechan 
AP system, however, promotion copy | ics of operating the picture transmis 
between member newspapers. is|sion to the bureau can be taught 
being sent on the system at the par- |the layman in five minutes. 
ticipating papers’ own expense after Also by means of the so-called 
regular news picture hours, which| Comference wire, pictures OF lay- 
outs can be transmitted instantane 


occupy 16 hours a day. 

All three systems are rapidly ex- 
panding and the current problem, 
in the opinion of their executives, is 
one of distribution, up out- 
lets in all principal When 
general outlets are established it is 
believed widespread use may be made 
of the system for commercial copy. 

Explaining the Times-Wide World | 


ously to all participating members of 
the “conference.” In the newspaper 
display copy field alone it would be 
to tie in from the point 
where the copy was prepared almost 
immediately to the various news- 
papers where the copy is to be used. 


setting possible 


cities. 


Overall to Mutual 


symtoms, Mr. Melahen: fowmted ont John R. Overall, formerly with 
two features. | National Broadcasting Company, 

The copy can be sent to the bu-/)}4, joined the WOR-Mutual Broad- 
reau transmission point by the sim- casting System’s New York sales de- 
ple process of picking up any tele. partment. 


THE PUBLIC STOPPED, LOOKED: 
color displayed the product in all its 


furters 


Carens’ New Post 
Directors of the Edison Electric 
Illuminating Co., Boston, have elect- 
ed Thomas H. Carens vice-president 
in charge of public relations. Mr. 
Carens was long associated with the 
Boston Herald. 


Pushes Skinless Dogs 

Kingan & Co., 
launched newspaper copy for King- 
an’s Reliable Self-Peeling frankfurt- 
ers. Their only casings are cellulose 
jackets, which peel off as the frank- 
are boiled. 


Singer with A-A-A. 


Russell E. Singer has been ap- 
pointed general manager of the 
American Automobile Association, 


succeeding the late Ernest N. Smith. 


| 


| 
| 


Mississippi Governor 
Suggests Campaign 


Governor Hugh White of Missis- 
sippi has called on the Mississippi 
Press Association and chambers of 


|commerce to form a joint committee 


the state. 


to direct an advertising campaign, 
designed to bring new industries to 
He said he would endow 


| the committee with a $100,000 appro- 


Indianapolis, have | 


priation. 

Plans will be submitted to the 
press association at its June conven- 
tion in Gulfport. 


Botay to Hirsch-Turpen 


Botay Laboratories, New York, has 


| named Hirsch-Turpen, Inc. to handle 


the advertising for Pedanol Athlete’s 
foot cream, and Poya Oil, skin 
beautifier. Magazines and news 
papers will be used. 


Magazine- quality 
sales-appeal .. . 


Magazine mass-circulation took that tempting sales story 


into 4,500,000 homes .. . Top-notch magazine entertain- 
ment won the whole family’s interest—and held it for 


days, even weeks... 


UNITED NEWSPAPERS 


MAGAZINE 


| NEW YORK: 420 Lexington Avenue 


CHICAGO: 360 North Michigan Avenue 


DETROIT: General Motors Building 


SAN FRANCHBEush 
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advertising on the part of this par- 
ticular type of business as it would 
be to prohibit department stores and 
manufacturers from advertising.” 
Discussing the question of ethics, 


N.  # Would — 
Ban Copy of 
Undertakers 


the Federation commented, “there 

|can be no violation of ethical prin- 

ciples in truthfully advertising to 

New York, May 12.—The Advertis-|the public the services that a busi- 

ug Federation of America today an-|ness has to sell.” Legitimate com- 
ounced its opposition to a bill in| petition would be restrained, and 
the New York = state legislature|monopoly fostered by curbing ad- 


the Federation argued. 


Jacobi to Masiabiien 


Jacobi 


which would prohibit advertising by | vertising, 
ndertakers. 

“The Federation is unalterably op- 
to any and all legislation | 
which would prevent or restrict hon- 


osed 


Edwin will join the sales 


tee : epar » of Macf: > f 2n's 
st advertising intended to promote de parce at  Macfadde = Women's 
sale of a legitimate product or ve ee Se Se. aneewe Sas ween 

1©@ se ? : ‘ ‘ . ’ 
I ee in the media department of McCann- 


said the statement. “It} 
just as wrong to prohibit | 


ervice,” 
vould be 


Erickson, Ince., 
with J. Walter 


and was formerly 


ive 


| Underwood & Underwood, 
| Photographic 
Thompson Company. ' 


T aan “Doplex” 


Dobeckum Co., Cleveland, has de- 
veloped a new finishing process for 
printed matter, “Doplex.” It con- 
sists of bonding of a thin, tough and 
transparent cellulose film to the sur- 
face of a printed sheet. Special lus- 
tre and visibility are claimed. 


Seagram to C. W. & Co. 

Seagram-Distillers Corporation has 
appointed Cecil, Warwick & Cecil, 
New York, to handle the advertising 
of Seagram Crown whiskies, effecti- 
June 15. 


Erhart Transfers 


George B. Erhart, with 
has joined 


Illustrations Ince., 


formerly 


cago. 


| Company 


Chi- | 


Two Sains Z & M 


New York book 
named Zinn & 
campaign in na- 


A. S. Barnes & Co., 
uatane have 
Meyer, Inc., for a 
tional magazines and daily papers. 
The same agency has also been 
pointed by Athletic Trainers Supply 
for a mail-order campaign 
newspapers. 


Posters for Oil Heat 
The Oil 


in 


Heating Association of 
Wisconsin has contracted with 
J. Lauer Company for a six months 
“Heat With Oil” poster campaign in 
the Milwaukee area 


Symons Appointed 

R. G. 
Western 
America, 


Symons has been appointed 
manager of Commercial 
an export paper. 


= ———_~ 


THE TRADE LISTENED: 21 key newspapers backed up 
that magazine page ... Permitted local dealer listings in 


21 busy markets 
3% families in those areas 


with typical newspaper speed. 
BOTH cost %4¢ per family for a full color page! 


*, 


XN 
NN 


RNS 


hanes 


SALES aya 


Covered an average of | in every 


Won their buying action 


MAGAZINE 
POWER 


| 
ap- 


W. | 


& Co., 


SEARS, GENERAL 
WORK TOGETHER 
ON STEEL HOMES 


May 14.—Four pre-fabri- 
houses, built and 


Houses, Inc., 


Chicago, 
cated steel frame 
gned by General 
with co-operation of Sears, Roebuck 
have been opened to the pub- 
lic in the Chicago area to test pub- 
lic acceptance of the homes, believed 
by the sponsors to mark the start of 
the new era in the low cost housing 
field. 

General 


desi 


supervises, 
actual con- 


Houses, Inc., 
handles and finances 
struction. Sears supplies the fix- 
tures included as standard equip- 
ment, covered by the purchase price. 
Sears co-operated in the project in 
the belief that if purchase of houses 
can be placed within reach of large 
numbers of people, stimulation of 
building construction, real estate and 
all other industries will result. 
Through the supply of special fit- 
ting, fixtures, and furniture, for 
these houses, and through co-opera- 
tion with General Houses, Sears ex- 
pects to increase in many de 
partments. 
By means of the Chicago test, it 
hoped to discover the degree of 
public acceptance of steel for use in 
home building, of pre-fabricated 
housing, and of  ultra-modernistic 
furniture. The Chicago homes will 
be open for public inspection for 
three months. 


sales 


is 


Price of Homes 


General Houses are offered in both 
standard and deluxe equipment spe- 
cifications. Beginning with $3,748 
for a four-room house with standard 
specifications, erected and ready for 
occupancy, prices range to approxi- 
mately $7,000 for a six-room de luxe 
structure. The consumer may choose 
from more than 200 models of one- 
story houses. 
equipment for 
houses include an oil furnace, 
ing fixtures, plumbing, and an apron 
sink, among other features. “De- 
luxe” houses are equipped with an 
automatic oil-fired heater, winter 
air-conditioning, and cabinet sink. 
Two of the Chicago units, all 

which have deluxe equipment, 
cost $5,594 complete, without the 
land. Two smaller homes cost 
$4,910 each. All of the Chicago area 
homes are completely furnished. 
Both furniture and interior decora- 
tion was provided by Sears. Cost 
of the furniture is extra. 

All structural framing members, 
such as joists and studs, are made 
of special formed steel shapes. Ex- 
terior walls are built of fire-resist- 
ant asbestos cement board with spe- 
cial insulation: interior walls and 
ceilings are of fir plywood. 


Helping Lot Owners 


“standard” 
light- 


Sears 


of 


The owner of an unencumbered lot 
valued at $1,000 can erect one of 
these pre-fabricated houses with a 
cash payment as low as $375, with 
the remainder payable at the rate 
of an average payment of $27.53 per 
month, plus fire insurance and taxes, 
over a period of 15 years. 

Through standardization of parts, 
which gives the same basic struc- 
tural units for all types and sizes of 
General Houses, the problem 
erection has become solely one 
assembling. Erection time is 
days. 

With the exception of the con- 
crete materials—cement, sand, 
gravel and cinders, General Houses, 
Inc., through its dealer organization, 
supplies in one order all of the 
building materials required for any 
type of house, and its dealers turn 
those houses over to their buyers 
ready for occupancy. 

R. W. Caldwell, director of sales 
of General Houses, Inc., told ApvEr- 
TISING AGE that the company is con- 
centrating on completing its dealer 
organization. 
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Arnold Resigns 
Stuart G. Arnold, director 
search, Tracy - Locke - Dawson, 
New York, has resigned. 


of re 
Inc.. 
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Entries Still a 


Come as Essay 


| will be 
judging of 


|by the 15 judges. 
taken to 
entries, 
will be submitted to the judges with- | 


Every precaution | Painter President 
yoni ygorcminnd of Dotted Liners 


and essays | 
Walter Painter, Power Plant Engi- 
neering, was elected president of the 


out any identifying data except bg Pn re Matted Line Club at the ab 

Contest Ends number, and in identical form, 80| ual sseoting at the Hotel Shermen 

that the artistic efect achieves bY | May 11. Charles Barnes, Bakers’ 

ee numerous entrants in the submis: | preiper, was chosen first vice-presi 

Chicago, May 14.—With the Ad-|sion of their essays will have no} dent; Clinton Bennett, F. W. Dodge 

VERTISING AGE essay contest closing | bearing on the results | Corporation, second vice - president, 

tomorrow, entries continued to ar- The essays adjudged best in the/and E. V. Perkins, National Pe- 
rive by every mail during the week. | college and high school competitions | troleum News, secretary. 

Because of the provision that al] | will each earn for their writers $250 | Members of the executive com 

“ssays bearing ;: stmar ater ash, S ; all-expense trip to | mittee are B. Cc, Bowen, Boot & Shoe 

essays bearing a postmark not later in cash, plus an ul | Recorder, retiring president; J. M. 

than midnight, May 15, are eligible,| the annual convention of the Adver-| pogo. \teGraw-Hill Publishing Co., 

it is believed that complete returns|tising Federation of America, to be C. F. Loeffel, Ahrens Publishing Uo.; 

will not be available until well into| held in Boston June 28-July 2 H. A. Morrison, Railway Age, and E 

next week. Second prize in each classification | ~, Howson, Simmons-Boardman Pnb- 

Entries will not be checked or|is $100, third prize is $50, and there | lishing Company. 


read until all eligible essays are in, | are 


but a preliminary canvass of returns|in each classification. 


ten additional prizes of $10 


advertising man- 
Shoe Company, 


Miller Munson, 
ager, Florsheim 


each 


rege" . ; ce 0 , icies employed by a 
indicates that students from poet ee ato “ pl ae 2 hs ot use of 

, . : . atloni i J se ; se 
coasts, and from Minneapolis and| .guis to Educate 


Duluth to New Orleans, have en- | 
tered the competition, hoping to| “Sellin 

: . Se e 
gain one of the 26 cash prizes which | a 


will be awarded. fw Ace St.. 
Judges Ready for Task 

As soon as all eligible entries are 

in, the work of picking out the best 

13 essays in both the college and | mail 

high school groups will be taken up 


jobbers’ 


The new 


folds, 


utroducing 


ARTHUR L. 


NELSON 


Of 


Arthur L. Nelson Engineers, 


Boston, Mass. 


RTHUR L. NELSON has been in private 
practice as a consulting engineer for 15 
years, and his work embraces a wide range 

of electrical, mechanical, and economic problems 
vital to public utilities, industries, and other 
clients. Construction, operation, and maintenance 
developments diversify his interests. Here, for 
instance, is a typical day’s work of this busy pro- 
fessional man: 


Examined mail relating to active power projects 
in six states in the area between New England 
and Gulf of Mexico; disposed of letters from 
clients, field engineers of the firm, boiler, turbine 
and equipment manufacturers. .. . Received large 
package from the Owens Illinois Glass Co. con- 
taining latest specimens of glass wool for thermal 
insulation of boilers and piping. 


Telephoned R. A. Smith, chief engineer Holyoke 
Water Power Company, regarding capacity of 
service oil tanks, specifications for 900-lb. valves, 
and approval of safety valve settings and other 
details of new steam plant. . Conferred with 
M. H. Kuhner, chief mechanical engineer, Boiler 
Division Riley Stoker Corporation, on superheater 
outlet for Holyoke boiler. 


Telephoned Vice-President and General Manager 
Lufkin of Owens Illinois Glass, Newark, Ohio, 
re: high-pressure steam plant operation. ... Dic- 


Chicago, by 
| Louis, to educate 
salesmen. 


foster development of patented direct 
including 
Reply and the VisuaLetter 


dealer publications. 


| the Graphic Arts, 
through 
been 


Advertising | 

savers’ Fenger-Hall Expands 
Ralph Schomp has been appointed 
manager of Fenger- 


formed at 111 
Delson 
printing and paper | Portland, Oreg., 


| Hall Co., Ltd., effective June 15, 
organization will also| when the Portland office will be 
opened. Mr. Schomp has been as- 


graduate manager at Uni 


Oregon. 


sistant 
versity of 


the Brochu 


tated letters. 
Club with Dr. Leland McKittrick. . . . Lunched at 
Engineers Club, greeted former Chief Engineer 
I. E. Moultrop of Boston Edison and chatted with 
friends and acquaintances. 


Played squash at Union Boat 


Conferred with Chester F. Buckley, manager Taun- 
ton electric light plant, on condenser auxiliary 
test. . . . Talked with manufacturers’ representa- 
tives re: automatic combustion control... . Dined 
at University Club; ‘phoned to Houston, Tex., 
about high-pressure steam plant, Imperial Sugar 
Company, and took 7:25 train home. 


Twenty Years an Electrical World Reader 


Throughout Mr. Nelson’s professional career, 
Electrical World has been a reading companion 
by train and in office, aiding him to keep abreast 
of progress and broadening his interest in elec- 
trical development. 


Through its editorial vitality and leadership, 
Electrical World has become the constant ‘“‘com- 
panion” of thousands of engineers and executives 
throughout the electrical industry. This repre- 
sents a tremendous market that can be profitably 
cultivated through Electrical World. For more 
complete details, address ELECTRICAL WORLD, 
330 WEST 42nd ST., NEW YORK, N. Y. 


PATMAN BILL 
CRITICISED BY 


ATTORNEY FOX 


D. C.. May 14. 
Robinson-Patman bill as passed in 
the Senate has resulted in “confu 
sion twice confounded” on price dis 
crimination legislation, according to 
Irving C. Fox, counsel of National 
Retail Dry Goods Association. 

He declared the Senate acted with 
only two days’ debate, but 


Washington, The 


implications to the general public 
are so great that “an impartial com 
mission might well take two years 


to investigate before acting.” 


| to waive any prejudice which I have 


against the possibility of creating 


| more criminals for offenses which in 


| 


that its} 


themselves have no criminal as. 
pects, and would urge Congress to 
pass a statute exactly similar to the 
Canadian law.” 


Paper Package 
Develops New 


Users of Milk 


New York, May  11.—Attractive 
packaging of even so staple a com 
modity as fluid milk tends materially 
to increase sales, Robert Webb- 
Peploe, vice-president of the Borden 
Company, told a group of firms us 
ing containers. 

Mr. Webb-Peploe said that in the 


Mr. Fox also charged that legisla-| last two years a market for milk 


making inaccurate state- 
such as that Canada has a 
similar to the Robinson-Pat- 


tors are 
ments, 


statute 


man Dill. 

“The Canadian act makes it a 
criminal offense,” he declared, “to 
assist in any transaction or sale 
which discriminates against com- 


petitors of the purchaser, by giving 


any discount, rebate or allowance 
over and above those generally 
available. 

Positive in Terms 


“At least the Canadian law leaves 


nothing to the imagination, judg- 
ment or prejudice of any man or 
group of men and is specific and 
positive in that which it prohibits. 


This cannot be said of the Robinson- 
Patman or  Borah-Van Nuys _ bill. 
This Canadian statute is not only 
working satisfactorily but is now be- 
ing tested by the courts. 


“Since the United States Whole- 
sale Grocers Association is the 
power behind the throne’ which 


tion, it would be interesting to have 
a statement from that body as to 
whether or not it would be satisfied 
with a statute similar to the Cana- 
dian act. 

“Tf the 
my part 


answer is favorable, I for 


this is 


| pleton, Wis. 
drafted and is directing this legisla- | 


would be perfectly willing | 


served in paper containers has been 
created in New York City amounting 
to 200,000 quarts daily. He believes 
new business, rather than 
diversion of old customers. 

“Industry generally does not give 
sufficient attention to improvement 
in packaging,” Mr. Webb-Peploe 
said. “This is particularly true of 
staples. Despite the fact that the 
glass milk bottle is backed by gen- 
erations of tradition, the paper bot- 
tle has succeeded in interesting con 
sumers who were immune to the 
appeal of milk in glass bottles.” 

He said that the chief danger to 
the broadening of distribution 
through new packages is from offi- 
cial regulations that seek to “pre- 
serve the status quo.” 


Places Tractor Account 

Advertisers’ Service, Inc., Milwau 
kee, will place a summer schedule in 
Midwest farm papers on Silo fillers 
for The Fox River Tractor Co., Ap- 
J. W. Martin is account 


executive. 


Packard Signs Astaire 

Fred Astaire, stage and screen 
star, has been signed by Packard 
Motor Car Co., Detroit, for his first 
long-term radio series, starting next 
fall. 


ROCK ISLAND—MOLINE, ILLINOIS 
are going for new cars in big way 


CAR REGISTRATIONS 
show a 7 4 ° 5% increase 


AR dealers in the Rock Island 


County, Tl. was 115.8% 
across the river. 
74.59 for the 

clusion is 


Rock 


obvious 


Island 
place the “A” 


prospects are, 


compared with 70.1% 
The first quarter of 1936 shows another big increase of 
Moline, 


Moline, Illinois area are busier than 
ever tacking up record increases. 


In 1935 the gain in Rock Island 
in Scott County, Iowa, 
Ullinois 


area. Of course, the con- 


advertising schedules where the live 
\utomobile advertisers in the Argus and the Dispatch 


hit new car buyers right where they live. 


57.1°. of ABC ‘‘Tri-City’’ Zone Population 
Lives in Rock Island—Moline 


Rock Island-Moline, Ill., comprise the Illinois slice (57.1%) of the Tri-City 


consumer “pie the other part, 
of the Mississippi River. 

Total ABC “City” 
(57.1% ) 
(42.9% ) 
dominates 
are most profitably 
“City” zone area of 
duplication. 


zone population 


this market. 
employed to 
148,332 


reach 
people. 


42.9%, 


live in the Roek Island-Moline urban area. 
live in the Davenport urban area. : 
Only two newspapers, 


the larger portion 
And 


is Davenport, Ia., on the opposite side 


is 148,332. Of this total, 84,813 people 
The remainder, 63,519 
NO ONE NEWSPAPER. 
The Argus and The Dispatch, 
(57.1%) of the ABC 
COVERAGE, without 


No one city 


they give 97% 


The ROCK ISLAND ARGUS 
The MIOLINE DISPATCH 


Nat. Rep. THE ALLEN-KLAPP-FRAZIER CO., Chicago, St. Louis, Detroit, New York 
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ILLINOIS COURT 
UPHOLDS RIGHT 
TO CUT PRICES 


Rate-Fixing ‘by Cleaners Is 
Outlawed 


Chicago, May 14.—In a 
upholding free competition and the 
right of a business to dispose of its 
products by encouraging large sales 
at a popular price, the Illinois Ap- 
pellate Court yesterday dissolved an 
injunction in the long-standing Chi- 
cago cleaners and dyers fight around 
cut-rate cleaning prices. The case 
has attracted wide interest because 
of the issues. 


Competition Is Necessary 


The legal action was started a year 
ago by the Cleaning and Dyeing 
Plant Owners’ Association of Chi- 
cago seeking to fix a minimum price 
of 90 cents for suits delivered and 75 


decision | 


cents for “cash and carry.” 
the courts climaxed a wave of 
sabotage in the industry and a group 
of independents challenged the equity 
court’s right to fix prices. 
Highlights in the comment of the 
appellate judges upholding the inde- 
pendents’ contention included: 
“Competition is not of itself a vio- 


to 


6 


| lation of any right of one engaged in 


a like business. The life of a busi- 
ness enterprise is the sale of its 
products, or services, at a _ price 


which will conduce to the disposition 
of its products by encouraging large 
sales. 

“To say that the of a com- 
modity for a smaller profit results in 
the destruction of a competitor is not 
sound. . 

“It is self-evident that large sales 
necessarily result in large returns, 
and the profits, of course, depend 
upon economical administrative 
costs.” 

The association originally was 
granted an injunction against price 
cutting by the independents. The as- 
sociation charged that the indepen- 
dents were using bait advertising 
and sweat shop methods. To this the 
court said: 

“The evidence does not show that 
the defendants (the independents) 
sought to destroy the plaintiffs’ sev- 


sale 


Appeal 


eral businesses by unfair competi- 
tion, nor is this claim supported by 
evidence of bait advertising or sweat- 
shop practices.” 

To the argument that 
needs of social economic life have 
eliminated free competition, the 
court referred to the United States 
Supreme Court decision invalidating 
the NRA, which held “extraordinary 
conditions do not create enlarge 
constitutional powers.” 

Commenting on the contention 
that the sale of a commodity for a 
smaller profit results in the destruc- 
tion of a competitor the Appellate 
judges said: 

“If that were so the court, upon a 
showing that a business enterprise 
was unable to meet competition, 
would be obliged to consider the 
question when called upon, and to 
protect such unfortunate merchants. 


changing 


or 


Field Is Open 


“The fact that a merchant is en 
gaged in a profitable business, does 
not limit the field to such enterprise. 
The field must necessarily remain 
open and the merchant engaged in 
an enterprise chargeable with 
knowledge that he may have to meet 
competition and for that reason it 
will be necessary for him to apply 
his efforts to withstand successfully 


is 


Gray-O'’Reilly 


Passports to leadership 


CHRISTIAN 


HERALD 


In the great metropolitan centres, ealth and swank are passports 


to leadership. 


In the smaller communities they 


are not. In fact, the indicia 


of class so commonly accepted in the advertising fraternity all too 


often are interpreted as standing 


tracks.” 


In the big cities, the “man about 


for the “wrong side of the 


” 
town and the woman who 


exploits her sex may both go far, provided they achieve wealth and 


swank, 


class is measured by 


Elsewhere they haven’t 


a chance. In the small towns 


RESPECTABILITY 


which is compounded of character, family, behavior and adequate 


means. 


Vhe Christian Herald is read by respectable people. 


It reaches 


the leaders in all the communities outside of metropolitan centres. 


This means that the Christian Herald in its own field is the out- 


standing class magazine of 


America. 


It should bx judged by 


class standards, for when you reach these leaders, you will reach 


their followers, who are legion. 


STARS SHINE ON S 


UPERIOR FEATURES 


. . een 


ici 


W. R. Ceperly, advertising manag 


er of the home appliance division, 


Fairbanks, Morse & Co., Indianapolis, dramatizes a demonstration 


for W. Paul Jones, 


general manager. 


the price range for sale of the prod: | 
uct. The fact that there are sales for | 
less than those of a like business is 
not of itself unfair.” 

In the original injunction order by 
Circuit Judge Benjamin P. Epstein, 
he held the independents were guilty 
of a conspiracy to engage in destruc- 
tive and ruinous trade competition | 
with the purpose of unsettling and | 
destroying the cleaning and dyeing 
industry in Chicago, and character- 
ized his ruling as not only an “at- 
tempt to bring justice to the clean- 
ing industry which has suffered from 
questionable persons and methods, 


Rochester Club Elects 


Milton C. Williamson, advertising 
manager of Bausch & Lomb Optical 
Co., was elected president of the 
Rochester Advertising Club May 7. 
Other officers are: first vice-president, 
Joseph L. Myler; second vice-presi- 
dent, Clarence M. Gifford; and treas- 
urer, William H. Ewell. 


Sonnenschein Joins Store 


Hugo Sonnenschein will join 
Bloomingdale Brothers store, New 
York, on June 1, as advertising man- 
ager. He is now sales promotion and 
advertising manager of Meier & 


but also to protect the public.” 


Gets Republic Life 


Old Republic Credit Life Insurance | 


Co., Chicago, has appointed Albert 
Frank-Guenther Law, Inc., Chicago. 
Banking magazines will be used. 


| Frank, Portland, Oreg., and was with 
| Bloomingdale’s in 1931 and 1932. 


Polo Moves 


Polo Magazine, Inc., publisher of 
Horse and Horseman, has moved to 
the RKO building, New York. 


Vilal AQGVel 
y Paper copy must, in 
fAses, be localized. 


bill. 
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They pay, individually, for freight 

transportation each year 

$661,820.85 
67,840.85 
57,144.47 


to railroads 

to truck lines 
to barges and 
ships 

to express companies 
and parcel post service 
to manufacturers of 


steam, 
30,248.26 


152,840.39 


containers) and other 
packing and shipping 
materials, 


Further, TRAFFIC WORLD indus- 
trial subseribers distribute  (indi- 
vidual average) to 31.6 states. make 


of “The 


contains 


send for a copy 
booklet) which 


118 S. Market St. 


‘Mr. J. V. Gilmour, Roche, Williams & 
Printer’s Ink. 


Four thousand shippers control 
67 per cent of the total originating 
tonnage of the nation and pay 85 
per cent of the railroad freight 
\ These large shippers can be y 
\, reached by one publication. Freight 
Uglicitors with a knowledge ZH 


<j ES 


And here are more facts about these 4,000 key shippers: 


THE TRAFFIC WORLD 


Thank You 


Mr. Gilmour*- - 


| 


138,331 shipments each year, use 
7.7 public and 8.4 private ware- 
houses. 


The information they get from our 
weekly issues is of such value that 
they pay $10.00 for their annual 
subseriptions, and 83% of them 
keep files of current and back 
issues. In spite of the high sub- 
scription price, THE TRAFFIC 
WORLD has more readers than 
ever before in its history, (in ex- 
cess of 8,500 shippers and carriers 
net paid) and in its May 2 issue 
carried more advertising than any 
one previous issue. 


Way to a Market,” 
these facts and 


24-page 
more. 


Chicago, Illinois 
Cunnyngham, Ine., in April 16 issue of 
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INQUIRY COST 
OF ROCK WOOL 
IS REDUCED 75% 


Johns - Manville Creates New 
Type of Distributor 


New York, May 12.— Rock Wool 
insulation, sponsored by Johns-Man- 
ville for homes, apartments and 
larger buildings, is gaining such 
popular interest that inquiry costs 
trom advertising now are only one- 


fourth of those of 1931, Harry M. 
Shackelford, sales promotion man- 
ager, said today. 


“We are featuring the drama in 
the way Rock Wool is made and 
installed, as an important part of 
the promotion,” he explained. “For 
it is virtually a man-made volcano 
that converts the rock into wool, 
and then this wool is applied 
through a hose by a gun nozzle into 
walls and empty spaces, to provide 
insulation. This makes truly a 
dramatic and fascinating story.” 

Specialty selling organizations 
are now operating in major mar- 
kets, while engineering service fol- 
lows through to insure the work 
being done properly. 


Problem in Distribution 


“We have had to build a new type 
of distributor, and put new men 
into business,” Mr. Shackelford said. 
“Existing contractors did not qualify 
because they lacked selling staffs, 
and were not particularly interested 
in developing insulation business, 
for the most part.” 

While this sales effort is directed 
at existing homes and _ buildings, 
Rock Wool is also promoted for new 


building, as part of the regular 
Johns- Manville building material 


line, through other distributors. For 
new construction the Rock Wool is 
felted into bats, and placed in walls 
as solid blocks. 

“In using home and building pub- 
lications for our advertising.” he 
continued, “we can tell within 15 
cents what our inquiry costs are 
likely to be, and from past experi- 
ence know that returns are greater 
in very hot or very cold months, 
when the need for insulation is most 
obvious. 


The Supreme Appeal 


“Comfort has been by far our most 
productive appeal, though we can 
demonstrate long-run economy in 
heating costs to those whose homes 
are properly insulated.” 

Advertising is keyed, and offers a 
booklet on the benefits of insulation. 
All leads are turned over to dis- 
tributors for follow-up by salesmen 
who use the booklet as a _ sales 
presentation. 

The home _ insulation’ division, 
started by Johns-Manville in 1929, 
has grown steadily and now repre- 
sents several times the original 
Sales volume, despite adverse busi- 
ness conditions in the building in- 
dustry. The Rock Wool output now 
finds its way not only into homes, 
apartments and commercial build- 
ings, but also into mechanical re- 
frigerators, with two of the largest 
companies using it. 


Rybeck Leaves Store 


Maurice W. Rybeck will leave 
Bloomingdale’s, New York, where he 
has been advertising manager for 
seven years, to become a retail con- 
sultant and promotional advisor to 
manufacturers, June 1. 


More Certo Copy 


General Foods Corporation is ex- 
panding its advertising on Certo and 
Sure-Jell, pectin products, with pros- 
pects of bumper fruit crops and a 
hanner jam-and-jelly making season. 
Che price of Certo has been reduced. 


Duff to “Time” 
_ Robert J. Duff has joined Time at 
Vetroit. 


Standard Oil Opens 
Campaign for R.P.M. 


Standard Oil Co. of California is 
staging an extensive campaign in 
newspapers throughout the Pacific 
Coast area introducing RPM, its new 
low price oil. 


Copy emphasizes speeding up of 
action of motor car parts and de- 
velopment of the new product to 


meet demand for higher speed lubri- 
cation. 


Saylor Stays On 
Henry Saylor, editor of Architec- 
ture, has joined the consolidated pub- 
lication, American Architect and 
Architecture, as associate editor. 


Sidener Hits 
Service Sans 


Profit Theory 


Indianapolis, May 13.—The latest 
fad of economic and ethical theor- 
ists that payment for services is “all 
| wrong” was attacked by Merle Side- 
|ner, president of Sidener, Van Riper 
& Keeling, in an address here yes- 
terday before the Indianapolis Ro- 
tary Club on “What is Advertising— 
and Why?” 

Pointing out 


the part advertising 


plays in greasing the sales path for 
both distributor and consumer, Mr. 
Sidener said these theorists think a 
laborer is worthy of his hire but be- 
yond that hold up their hands and 
proclaim the profit motive “positive- 
ly immoral.” 


Alternative Is Offered 


If the consumer finds it imprac- 


ticable to visit the place of produc- 


tion in making the purchase, Mr. 
Sidener suggested, he should expect 
to pay for the handling and trans- 
portation of the goods, for labor 
again enters into this service. 
Similarly, he pointed out, adver- 
tising is an economic service and as 


a disseminator of useful informa- 
tion, is an integral part of distribu- 
tion. 

Economics and ethics, he declared, 
have become so interwoven that 
they cannot be separated. The one 
is the science of profit and loss and 
the other is the science of human 
relations and “I can’t make a profit 
in my dealings with you,” Mr. Side- 
ner added, “unless you benefit equ- 
ally.” 


Hadley Widens List 


The Hadley Co., Providence, R. I. 
will feature its wrist watch bracelets 
in Esquire, Fortune, Harper’s Bazaar, 
Photoplay, Time, and trade papers. 


x 
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Here’s the cue to advertising success in the farm 


market. 


Scatter advertising is hop, skip and jump 


publicity, but advertising that makes actual sales 
must be pegged down to the actual localities where 
the merchandise can be sold. 
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NEW YORK—250 Park Avenue and 420 Lexington Avenue 


DETROIT—New Center Building 


intimate, neighborly .. 
Midwest farmers! 
your dealers! 


60% “A” FARMS 


60% of all Midwest farms are in the “‘A” classification. Average income 
of all Midwest farms is only a few dollars below the ‘‘A”’ rating. Average 
farm sales is over twice the average in the other 40 states. 


VOLUME 


Midwest Farm Papers have a home circulation of 1,150,800 every other 
Saturday—the largest ‘‘on the farm”’ circulation available in the Midwest 
—The No. 1 Farm Market. 


LOWEST COST 


Midwest Farm Papers give you more genuine R. F. D. farm contact for 
less money than can be purchased in any other way. 


PREFERENCE 


Midwest Farm Papers have reader preference because they are local, 
- second only to “home town’’ newspapers. 
They have the strongest dealer preference... Ask 


ST 


PERS 


CHICAGO—6 N. Michigan Avenue 


SAN FRANCISCO—1548 Russ Building 


Where Selling Keeps Up With Advertising 


The 8 Midwest states offer a concentrated market of neighboring 
“A”? farms with year around income, 70% above the average. 
Within this territory, Midwest Farm Papers reach more farm homes 
than any other farm paper or combination of farm papers—and 
it is equally as easy to cover this rich farm territory with intensive 


Ask 


TWICE A MONTH INTO 1,150,800 FARM 
HOMES WITH FARM FAMILY NEWS 
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| last week. 

AUNT JEMIMA General Foods Corporation, its sub- 
sidiary, Log Cabin Products, Inc., 
iand National Broadcasting Com- 

CASE IS SHOCK Miss Gardella produced voluminous 


evidence in the form of clippings 
and other records to prove that for 
10 ADVERTISERS 17 she has appeared 
| the public as “Aunt Jemima.” 
court held that no advertiser, even 
with an older and registered claim 
New York, May 13.—Though own-| on that phase for a product, may in- 
ership of “Aunt Jemima” by Quaker | fringe Miss Gardella’s rights in her 


| pany. 
{ 
| 


before 
The 


years 


Oats Company as a trade-mark for | special sphere. 

yancake flour antedates by many | ; 3 

: rf n ay La Gardella’s Testimony 
years the claim of Tess Gardella 


to that name in the amusement field, Miss Gardella testified that she 


her right, through usage, was up-|has appeared on radio programs for 
held by the United States Circuit! Quaker Oats Company, Kolynos, 
Court here to the extent of $115,000' Phillips Milk of Magnesia, Bisodol | 


she said, but was unable 
agree upon a salary, whereupon the 
advertiser engaged an 


gram, to 


Permission in Vain 


The defendants apparently placed 
reliance on the allegation that 


they | 


The defendants were|and other advertisers. She was of- 
| fered a place on the Log Cabin pro- 


had secured permission from Quaker | 
Oats Company to use the “Aunt Je- | 


mima”’ 
cated 


character. The 
that this defense was all 
vain, since Quaker Oats’ jurisdiction 


court 


indi- | 


does not extend into the amusement 
| field 
Judge Abruzzo ordered both sides 


to file briefs by May 25 on the ques- | 


D’Arcy Continues 
D'Arcy Advertising Agency, Mem- 
phis, founded by the late Mrs. Kath- 
erine D’Arcy, will continue, under 


“inferior” | direction of John D’Arcy, husband of 
singer for the role of Aunt Jemima. | the 


founder. William Hodges re- 
mains as production manager. Vir- 
ginia Carswell has been added to 
the staff, as account executive. 


Joins “Medical World” 


Donald L. Kaufhold, for several 
years with The William S. Merrell 


in| Co., Cincinnati, has joined The Med- 


ical 
tising 


H. K. Studio Moves 


K. 


World, Philadelphia, as adver- 


manager. 


H. Studio, Chicago, has moved 


tion of whether or not the judgment | from 209 S. State St., to 63 E. Adams 


was excessive. 


“TLL BITE- 


who is Ben Ames Williams?” 


Ve 


St. 


=o > oo 


Redbook makes no appeal to certain types of readers. Its 


contents are aimed at families who like and can afford better 


things. Independent surveys and Redbook’s own reader research 


prove this. Advertise to your better customers first in Redbook. 


FRENCH TRADE 
TREATY OFFERS 
WIDER MARKETS 


New Bilateral Pact Is 13th 
Entered by U. S, 


Washington, May 13.—A path was 
opened today for increased flow ot 
goods between the United States and 
France with anmouncement of a 
commercial treaty negotiated by the 
state department, cutting duties and 
increasing quotas on 134 articles. 
The French treaty is the 13th to be 
signed by the state department un- 


der the bilateral, most-favored-na- 
tion plan. 
Duties on French imports from 


the United States are lowered on 19 
prime American export products and 
quotas are expanded on 44 other ar- 
ticles, with guarantees that present 
duties on additional articles will not 
be raised. 

France gets tariff 
71 articles. 


Products Which Benefit 


American exports on which France 
either raised quotas or lowered du- 
ties include automobiles and auto 
parts, agricultural machinery, trac- 
tors, fresh fruits, dried and canned 
fruits, tobacco, rice, canned and 
frozen fish, radios and radio tubes, 
lumber, motion picture films, type- 
writers, refrigerators and silk hos- 
iery. 

France was granted tariff con- 
cessions on broadsilks and woven 
fabrics of rayon, corsets, elastic 
fabrics, gloves, tinsel products, 
brandy, cordials, liqueurs, wines, 
lace, perfumes, cigarette paper, 
maraschino and candied cherries, 
canned mushrooms, roquefort cheese 
and vanilla beans. 

The concession on American auto- 
mobiles and parts included lowering 
the duty on passenger car chassis 
50 per cent and more than tripling 
the quota. 


reductions on 


Champagne Duty Cut 


On the French side of the ledger, 
the duty on champagne and other 
sparkling wines was lowered from 
$6 to $3 a gallon, or about 61 cents 
a bottle. 

The treaty is the only commercial 
agreement between the two coun- 
tries since the 1778 treaty of com- 
merece and amity, and marks the 
first break in the trade fight made 


acute ten years ago when France 
began its import-by-quota  regula- 
tions. 


Various treaties negotiated by the 
state department are the outgrowth 
of Reciprocal Trade Agreements 
Act. The most-favored-nation clause 
carries with it the privilege of equal 
concessions on any product for sig- 
natory countries. 


Ford Raises Dinccunt 


on Passenger Cars 


Ford Motor Co. has notified dealers 
of an increase in the discount on 
passenger cars, from 22 to 24 per 
cent. Commercial cars and trucks 
remain at the 22 per cent rate. 

This increase is the first made by 
Ford since 1931, when the discount 
was raised from 20 to 22 per cent. 


Venida Names Agency 


Rieser Company, New York, maker 
of Venida hair beautifiers has ap- 
pointed Franklin Bruck Advertising 
Corporation for a radio and news: 
paper campaign. Raymond Spector 
will supervise the account. 


. . 
Agency for Invi-Zip 
Ideal Fastener Corporation, New 
York, manufacturer of Invi-Zip, an 
invisible slide fastener, has named 
trey Advertising Agency. Ralpb 
Weinbaum is account executive. 


Goodfriend to Gumbinner 


Arthur Goodfriend has joined the 
Lawrence C. Gumbinner Advertising 
Agency, New York. He was formerly 
director of the men’s wear division 
of Amos Parrish & Co. 
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In MASSACHUSETTS, where readers have 


larger savings deposits than in any other state 


Che Boston Post 


is the favorite newspaper in 


2 x! 2 ,O <y “ families 


BOSTON is the 
key-city to the 
New England 
market—and 

The Boston Post 


is BOSTON’S 
key-newspaper. 


LEN NEDA AA 


AANA AAUTON NAN 


CCT TO TT 


States of the Union 
=| in Order of the Size of In NEW HAMPSHIRE---5th in "sgt | 
Their Per Capita 31,235 families prefer tie woston post | 
SAVINGS DEPOSITS 
1 MASSACHUSETTS $578 In MAINE---8th in "2,922 : 
2 NEW YORK $531 22,260 families prefer The Boston Post : 
3 CONNECTICUT $523 = 
4 RHODE ISLAND $474 In VERMONT---6th in "s¢2 : 
oS a ne 10,772 families prefer tye Boston post | 
6 VERMONT $398 
rl In RHODE ISLAND---4th in "ssi" 
So nomi 5,393 famili ; 
9 DELAWARE $278 ’ amilies preler The Boston Post 
10 NEW JERSEY $278 | 
11 MARYLAND $237 In CONNECTICUT---3rd in sini" 
13 PENNSYLVANIA $224) 3,285 families prefer Tie Boston Post 
£ NN ESOTA —-— = —and there are 3,368 more Boston Post 2 
te Oo 6 = readers outside the New England States. = 
48 ILLINOIS $99 
AH_- - _$' This THIRD-OF-A-MILLION readers, com- E 
—— 3 posing the largest grouped buying power in this = 
TCH BILLION-dollar market, can be sold your = 
24 MICHIGAN $86 product most economically through the home- = 
—25-W eS delivered circulation of The Boston Post. 
Yin It has more influence on the purchasing power : 
10 FLORIDA — - -——-92-: of New England families than any other Boston = 
4 NG 4 AJ newspaper —because it sells itself to many thou- = 


sands more readers as a clean-cut, dependable 
newspaper. 
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he Boston Post 
ee : 358, + 1 2 ag 
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New England’s 
"GOOD MORNING" 
for 105 years 
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Presbrey Names Kling 
for Chicago Office 


Leroy A. Kling has joined the 
Frank Presbrey Company, as vice- 
president, to direct the activities of 
the company in the Middle West, with 
offices to be established in the Mer- 
chandise Mart, Chicago. 

Mr. Kling was vice-president of H.| Birmingham, Ala. May 14.—The 
W. Kastor and Sons Advertising| Alabama Journal, Montgomery, lost 
Agency, and previously president and | its $50,000 damage suit against six 
owner of the Kling-Gibson Company. | other Alabama newspapers yesterday 
in the United States District 
Starts Wire-O Section at Montgomery. The suit 
W. B. Conkey Co., Hammond, Ind.,| violation of the Sherman 


‘Journal’ Loses 
$50,000 Action 
Against Group 


anti-trust 


has added to its bindery a division | act. 
for Wire-O, a flat opening metal| ‘The suit was directed against the, 
binding. Double wires inserted 


Birmingham News and 
Mobile Press and Register, 
Times and Montgomery 
The Journal contended 


through slots cut in the sheets to be 
bound allow the book to open flush. 
Four-page inserts may be used with- 
out trimming off the fold. 


Huntsville 
Advertiser. 


Uf it menuds tron 


Sites: 3, me 4, 
if + 


. jepace’s Liguin Py 


it [@ every iitG 
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Court | 
alleged | 


Age-Herald, | 


it had been| 


“Detroit N wae" Stock 


injured by a group advertising rate 
offered to national advertisers. The 
s Heirs 

group is now dissolved. : to Scripp 
Judge Charles B. Kennamer, in| Controlling — in P ae 
, “cay hee eee , News has passed to 48 children, 
charging the jury, instructed no dam-| **© : i 
ages should be allowed if the plain- ee. iy eae. 
tiff was not injured although a cOM-! 4 living trust established in 1906 by 

bination was shown. The statute of | Mr. Scripps expired May 4. 
limitations also was invoked by the Shortly before Mr. Scripps’ death 
defendants and the judge ruled dam-|in 1906, he created the trust with 
if any, should be only for one| his son, William E. Scripps, and his 
year prior to the filing of the suit. | 50NS- in-law, George G. Booth and Ed- 

Attorneys for the Journal said they | sar B. Whitcomb, as trustees. 


ages, 


were undecided about an appeal. 
To Entertain Agencies 
The Chicago Dotted Line Club, 

composed of representatives of A. B. 


Wilson pee CBS 


Roy Wilson has resigned from Co- P. papers, will entertain the adver- 
llumbia Broadcasting System, New| tising agencies which led in volume 
York, where he has been assistant| of business placed in member pub- 


lications in 1935 with a luncheon at 
May 25. 


the Artists’ 
his own talent 


Bureau, to | 
offices. | the 


director of 


inaugurate Hotel Sherman 


wens is 


EROPLANE Guue : 


[EPAGES ADHESIVES [am oe i VA 


or. 


POWERFUL, MODERN, CREATIVE 
LITHOGRAPHY AND PRINTING 


STaImeRoor 


weuT wert 
Oreley 


© FOR MODEL MAKIN! 


FOR CREATIVE CO-OPERATION CONSULT FORBES HepReeed 


FORGE 


NEW YORK ®@ 


LITHOGRAPH CO. 


P.O. BOX $13 ° 


BOSTON 


PHILADELPHIA @ ROCHESTER @© CHICAGO © DETROIT © CLEVELAND 


PATTERN FIXED 
FOR REGIONAL 
ANA MEETINGS 


Eastern Conclave Thursday to 
Set the Pace 


New York, May 15.—The program 
for the spring regional meetings of 
the Association of National Adver- 
tisers—the first for Eastern mem- 
bers opening next Thursday at 
Shawnee-on-Delaware, Pa.—stood ap- 
proved today, listing a wide range of 
discussion subjects on media and 
problems. 

The Eastern meeting will continue 


through Saturday with the mid- 
Western meeting scheduled June 
4-6 at French Lick, Ind. The re- 


gional meetings mark a departure 
from the previous semi-annual gen- 
eral meetings of the association. 


To Discuss Newspapers 


Included in the discussion sub- 
jects are the trend in newspaper 
rates, forced combinations, special 
sections, copy censorship by news- 
papers, color, newspaper merchan- 
dising service, space buying, repro- 
duction of newspaper copy and shop- 
ping guides. 

Other subjects to be discussed 
are magazine rates and circulations, 
merchandising services of maga- 


zines, coupons, attention value in 
magazine advertising, circulation 
guarantees vs. circulation basis, 


magazines sold in combination, al- 
location of magazine advertising to 
sales territories, college, labor and 
foreign publications published in the 
United States. 

In the farm paper field regional, 
national and class farm _ publica- 
tions will be discussed, with mer- 
chandising and reader services. 

Trade and technical publications 
will come in for examination of rate 
trends and circulations, co-opera- 
tion with advertisers, standardizing 
page sizes, inserts, preparing copy 
and payments for cuts on publicity 
items. 


Outdoor on Program 


Other subjects: 

Methods of buying outdoor ad- 
vertising space, checking showings, 
purchase of art work and lithog- 
raphy, use of outdoor advertising 
in a specific trading area to replace 
newspaper advertising to keep down 
costs. 

Effectiveness of window displays 
in relation to cost, purchase of dis- 
plays, installation, checking  dis- 
plays. 

Counter displays, dealer helps, 
flasher signs, size for window post- 
ers, winter strips. 

Determining radio 
building a program, 
tiveness of hour, 


circulation, 
relative effec- 
half-hour and quar- 


ter-hour, spot broadcasting, elec- 
trical transcriptions, networks, co- 
operative radio advertising, mer- 


chandising the radio program. 


Sholty on Radio 


for Federation 

L. J. Sholty, Maxon, Inc., spoke on 
WBBM, Chicago, May 13, in the 
fourth of a series of programs on 
advertising sponsored by the Adver- 
tising Federation of America. 

Those to take up the burden on 
succeeding Wednesdays are Arthur 
A. Grove, of Edison General Electric 
Appliance Co., and Homer J. Buckley, 
Buckley, Dement & Co. 


Radio Carries Program 


from I. C. Streamliner 


Illinois Central Railroad broadcast 
the christening ceremonies of the 
Green Diamond, new — streamline 
train, over NBC Sunday afternoon. 

A half-hour after the first program, 
a broadcast from the train took place 
as it traveled 90 miles an hour. 


Phillips Leaves CBS 


W. B. Phillips, of the sales pro- 
motion department of Columbia 
Broadcasting System, has resigned. 


| Edwin Reynolds succeeds him. 
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WHAT’S NEW IN MATERIALS? 


A new alloy is poured . . . color flares in plastics . . . glass 


takes on new shapes and uses. A thousand research 
laboratories in the land are ceaselessly at work, new metals 
and alloys spring white hot into competition with the old; 
truer techniques replace old methods; keener, faster tools 
and machines outmode long-accepted ones. 

Now to tell industry about them, get them accepted, fast. 
Where? How? 

Many a business man knows that FORTUNE’s advertising 
pages will do this for him. 

In this sense, as in others, FORTUNE is the magazine of 
the modern industrial age. 

Read by industry because it is the singular journalism of, 
about and for industry, FORTUNE has become the focal 
point of the very minds you want to reach, to tell them the 
news of your faster machinery, your better technique, your 
new alloy. Telling the news, pointing out the advantages, 
putting your case convincingly to the right people—that is 
advertising. 

Advertising in FORTUNE immediately puts an authority 
back of what you say about your product or service. Well 
do men know that other men do not take space in FORTUNE 


for idle claims, easily disproved technical statements. 


IN METHODS? IN MACHINES? 


FORTUNE itself is part of your bid for serious attention. 

Industry has accepted this, with a conviction that has 
grown steadily for the six years since FORTUNE’s inception. 
It helps account for the fact that more than 400 firms (con- 
sumer as well as industrial) advertised in FORTUNE last year; 
for the fact that 121 firms began using FORTUNE in 1935. 

FORTUNE’s market — 130,000 subscribers and the hun- 
dreds of thousands of additional readers — includes the top 
executives, the master technicians, the research men, the 
engineers, the purchasing agents that manufacturers of new 
products want to reach. 

To men involved in the tremendous battle of materials, 
methods, machines, FORTUNE can be a strong ally. It costs 
comparatively little to advertise in FORTUNE, an infini- 
tesimal fraction, often, of what it cost to search for and de- 
velop the new metal, the new paper, the new process, the 
new service you have to advertise. Until business men know 
and believe in your new offering, it might as well lie still 
unborn in the minds of your researchers. 

FORTUNE can help you make business men know —and 


believe. 


FORTUNE 135 East 42nd Sneet, New York City 
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NESCO EXTENDS 
HELPING HAND 
TO JUNE BRIDE 


Wis., May 
Enameling 
Company 


Milwaukee, 13.—Na- 
and Stamping 
completed arrange- 
ments for a national sale of five se- 


tional 


has 


lected items from its line of cooking 
utensils. 

The timed for the conveni- 
ence of June brides, will open June 
6 and June 20. June issues 
of nine national magazines, four in 
the women’s field, will announce the 
merchandise and special prices. 

The company sells through job- 
bers, and an early start was re- 
quired in order to stock the distribu- 
tors in time for them to sell re- 
tailers. The sale merchandise is 
:imited in quantity, and dealers who 
do not buy 


sale, 


close 


before 


stocks are ex- 
hausted lose the opportunity to 
profit from the advertising. About 


$75,000 worth of sale goods was dis- 
posed of during a similar event last 
year. 

A part of the company’s 1935 ad- 
vertising appropriation of $312,000 
will be used to introduce a new line 
of Roastmaster bakers, a modern 


version of Dutch oven operated by 
electricity. Five sizes range in 
price from $4.95 to $22.50. Intro- 


ductory copy has been scheduled for 
early issues of Good Housekeeping. 


Every Bride an Expert 


This device, the larger sizes of 
which contain two compartments 
for vegetables and one for meat, has 
been designed to save the marriages 
of those girls who turn to the art of 
homemaking, imperfectly 
with a _ knowledge _ of 
science. 

Certain built-in features retain 
the flavors and make it possible for 
foods requiring different cooking 
periods to be started and completed 
at the same times. The time re. 
quired to cook the meal can be ac- 
curately determined by consulting a 
chart and there is no necessity for 
watching the process. 

To overcome any sales resistance 
that might be left in the newlywed 
market, the designers have included 
a temperature regulating device, or 
honeymoon switch. 


equipped 
domestic 


Temperature Adjusted 


At the sound of her husband's 
step in the lane, the fortunate owner 
of the Roastmaster can adjust the 
temperature to than cooking 
heat and be ready to spend as much 
time as sne likes on the welcome 
home. Even though this rite takes 
more than an hour, the young home- 
maker, knowing she can produce an 
edible dinner instantly at a nod from 
her spouse, can be sure of a perfect 
climax. 

Reincke-Ellis-Younggreen & 
Inc., Chicago, is the agency. 


less 


Finn. 


New York Ad Club 


Re-elects LeQuatte | 


H. B. LeQuatte, president of 
Churchill-Hall, Ine., was re-elected 
president of the Advertising Club of 
New York at its annual meeting last 
week. 


John A. Zellers, vice-president | 


of Remington-Rand, Inc., was chosen | 


vice-president for three years and J. 
J. Clark, assistant to the president, 
Liggett Drug Stores, as treasurer for 
one year. Alfred L. 
Service Corp., 
tor, while Harry Brown, New 
Herald Tribune, was named to 
board, both for three years. 


York 


Lee H sristol, vice-president of 
Bristol-Myers Co., and Martin J. | 
Jeirn, vice-president, American Ra 
diator Co., continue as vice-presi 
dents. Grover A. Whalen, Frank J 


Reynolds, Frank <A. Tichenor and 
Ralph Neumuller continue as direc 
tors and Charles E. Murphy as gen 


eral counsel. 


Kelly-Smith Named for 
Poughkeepsie Papers 


The Poughkeepsie, N. Y. Evening 
Star and Enterprise, and the Morn- 
ing EKagle-News have appointed the 


Kelly-Smith Company national adver 
representatives, 


tising 


| 


Freeden, Collier | 
was re-elected a direc- | 


the | 


Fix Furniture Week 


National Retail Furniture Associa 
tion has selected Oct. 3 to 10 as Na- 
tional Furniture Week. Colors for 
the week will be red, white and blue, 
with the slogan, “Turning Houses 


’ 


into Homes.” 


Criddle Joins Ross 
Robert W. Criddle has joined Ross 
Federal Service, Inc., New York. He 
was formerly vice-president of Cri- 
terion Advertising Company and art 
director of Outdoor Advertising, Inc. 


Bates Move Office 


Barbara Bates and C. J. Bates & 
Son, makers of Barbara Bates mani- 
cure preparations, have moved to 
565 Fifth Ave., New York, where a 
display room has also been opened. 


Cornell with Agency 


Donald W. Cornell has joined 
Tracy-Locke-Dawson, Inc., New York. 


Feen-A-Mint 
Takes Another 
Year on M.B5S. 


New York, May 15.—Health Prod- 
ucts Corporation, Newark, N. J., has 
renewed its weekly program in be- 
half of Feen-A-Mint for another 52 
weeks, effective May 17. The Feen- 
A-Mint show, featuring Ray Perkins’ 
Amateur Night, is heard on the Mu- 
tual Broadcasting System network 
Sunday evenings at 6 to 6:30. The 
agency is William Esty & Co., New 
York. 

Also using Mutual facilities, the 
Holland Furnace Company, Holland, 
Mich., will sponsor the “Holland 
Tulip Festival,” May 16 only at 3:15. 
This is the first broadcast of the tu- 
lip festival, which has been held in 
Holland, Mich., for eight consecutive 


years. The agency is Ruthrauff & 
Ryan, Chicago. 


Lipton on Network 


“Al and Lee Reiser,” piano team 
which has been heard on WJZ, New 
York, for Thomas J. Lipton Com- 
pany, on May 15 goes on the NBC-red 
network, continuing on Thursdays at 
10:30-10:45 a. m. The local program 
will be retained as well. Frank 
Presbrey Company, New York, is in 
charge. 

Crown Overall Manufacturing Com- 
pany, Cincinnati, sponsor of ‘“Pleas- 
ant Valley Frolics,” has renewed this 
series on Mutual, Thursdays at 7:45- 
8 p. m., EDST, for 13 weeks, effec- 
tive May 14. H. W. Kastor & Sons 
Advertising Co., Chicago, is the 
agency. 

Macfadden Publications’ new pro- 
gram, “Good Will Court, the head- 
aches and heartaches of the people,” 
scheduled to start over WOR, New- 
ark, and the Mutual network on June 


7 at 10:30 p. m., has been changed to 
June 8 at 10 p. m. Ruthrauff & 
Ryan, Inc., is the agency. 


Pettey Joins WHN 


Herbert L. Pettey, former secretary 
of the Federal Communications 
Commission, has joined WHN, New 
York, as director in charge of sales 
and promotion, and will work in this 
capacity with Louis K. Sidney, man- 
aging director. 


Extends “Whip” Copy 


Kraft-Phenix Cheese Co. extended 
its newspaper campaign for Miracle 
Whip last week to include 1,000-line 
insertions in 51 metropolitan dailies. 
The American Weekly and radio are 
also being used. 


Day Picks Peck 


Joseph P. Day, Inc., New York real 
estate agent and auctioneer, has ap- 
pointed Peck Advertising Agency. 
Harry C. Michaels is account execu- 
tive. 


The hand of the 


In CHICAGO, a store has its face “lifted”. A sparkling new 


front takes the place of the old. Inside, air conditioning equip- 


ment is being installed to make the atmosphere more inviting. 


In St. Louis, a factory buys new trucks to cut hauling costs. 


In Oakland, time-saving, motor-driven machines are being 


rolled into a plant. In an Iowa county, a contract is let for 


tractors—for road repairs and snow removal. A water main 


extension is needed along a Texas highway, and a certain type 


of pipe is specified—and bought. 


In all lines and localities, capital goods are moving. And 


salesmen are giving a hand-shake and a “thank you” for orders 


received. But, often, there is an unseen hand which is never 


grasped. The hand of the man who first came forward and 


suggested: Here is something new—or a better product. Why not 


look into it? This man is frequently unknown to the salesman— 


and he is legion. 
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Club Meets at WCCO 


The Advertising Club of the Uni- 
yersity of Minnesota will meet to- 
morrow in the studios of WCCO, 
Minneapolis. Talks will be given by 
Mrs. Hayle C. Cavanor, WCCO pro- 
duction manager, and George Bliss, 
radio director of the Minneapolis 
office of Batten, Barton, Durstine & 
Osborn. 


Open Export Division 


First United Broadcasters Adver- 
tising Agency, Chicago, has opened 
export advertising department 
to place American advertising in 
newspapers, Magazines, trade papers 
and radio stations in foreign coun- 
tries. 


Collins Buys Agency 


Lorin C. Collins, formerly with Col- 
lins-Kirk Advertising Agency and P. 
Pp. Willis Corporation, has taken over 
Roberts-Drake Advertising Agency, 
Chicago, at 737 N. Michigan Ave. 


"MOSES" MAKES APPEARANCE ON PACIFIC COAST PANEL 


ane agettae 


_ 

YO. BD 
ROO wy ie 
Gino Raffaelli, of Pacific Outdoor Advertising Co., Los Angeles, created the illusion of depth and 
modeling with this 17-foot figure of Michael Angelo's ‘Moses. It appears as part of an outdoor 


display advertising Forest Lawn, “America's finest memorial park," which is an important advertiser 
in its territory. 
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The positive influence of these alert forward- going people is 
invaluable in business. Particularly where markets are “thin” 
and customers are few. In stores, offices, factories, in counties 
and cities they infiltrate new ideas—start the “ball rolling” that 


sooner or later becomes an order. 


The 2,400,000 Collier’s families include an impressive num- 
ber of such aggressive, well-informed people. It couldn’t be 
otherwise, with the quick, editorial forward march of this great 
national weekly. 


Every week Collier’s reaches the decisive people in every 
organization. The men and women who are impatient with the 
obsolete, eager for the new. This makes advertising in Collier’s 
highly productive for makers of capital goods. Through Collier’s 
they reach the known and unknown factors in the purchase of 
their products. Contacts are made. Ideas are implanted. Business 
is created. The Collier’s Market—the Active Market—is a mov- 


ing force in American business for that reason. 
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The Alive [larkel 


© 1936, The Crowell Publishing Co. 


!' HE CROWELL PUBLISHING COMPANY e 250 Park Avenue, New York ¢ Publishers of COLLIER’S e WOMAN'S HOME COMPANION e THE AMERICAN 
MAGAZINE e THE COUNTRY HOME ¢ The Largest Magazine Audience in the World — A. B. C. Average Net Paid Circulation - - 8,552,169 


MAINTENANCE 
OF PRICES IS 
MADE R. |. LAW 


Liquor Distribution ls Sharply 
Restricted 


Providence, R. I, May 13.—A 
Rhode Island Fair Trade Act and a 
marked change in retail liquor dis- 
tribution mark two major pieces of 
legislation which affect business, 
both pieces being written into the 
law following the signature of Gov. 
Theodore Francis Green. 

The fair trade law, sponsored by 
the Rhode Island Pharmaceutical 
Association, legalizes fair trade con- 
tracts whereby a manufacturer, 
wholesaler, processor or packer may 
stipulate a minimum resale price. 
Under it, a manufacturer may re- 
fuse to sell to outlets which do not 
maintain minimum prices. The law 
embraces nationally-advertised or 
branded products manufactured in 
this state or in states which have 
similar legislation. 

This fair trade law is patterned 
almost word for word after the act 
sponsored by the National Associa- 
tion of Retail Druggists, except that 
processors and packers products are 
included. 


Wholesalers Affected 


Wholesalers’ selling to other 
wholesalers, under such contracts, 
must agree not to resell the prod- 
uct at less than the stipulated price, 
and they must exact the same 
promise from any other wholesaler 
or retailer who handles the product. 

The liquor law restricts package 
liquor sales to drug stores and to 
stores selling packaged liquors ex- 
clusively. Under this law, all gro- 
ceries, markets, delicatessens, and 
other sources of retail sale will be 
forced to stop. selling packaged 
liquors. Towns of 10,000 popula- 
tion or under are exempted and 
stores are limited to one to 4,000 
persons in the larger towns and 
cities where the law is effective. 

In addition to greatly curbing the 
number of retail outlets, this law 
will also restrict the number of ex- 
clusive package stores. 


RCA-Victor 
Advertising 
Boosted 35% 


Chicago, May 15.—RCA-Victor will 
increase its newspaper advertising 
expenditures for the next four 
months 35 per cent over the same 
period last year, Thomas F. Joyce, 
advertising and sales promotion 
manager, announced at the annual 
RCA-Victor wholesale convention 
yesterday at the Edgewater Beach 
Hotel. 

Copy to be placed in more than 
220 newspapers in key markets, he 
said, will feature the Magic Brain, 
Magic Eye RCA-Victor radio sets 
with metal tubes. 


1936 Sales Up 


Joyce also announced an increase 
of 50 per cent in RCA-Victor’s pho- 
nograph record advertising expendi- 
tures. 

Yarlier at the convention, E. T. 
Cunningham, president, reported 
RCA-Victor sales for the first four 
months of 19386 were up 68 per cent 
over the corresponding period last 
year. Production is to be doubled 
for the last half of the year. 


Manchester Promoted 


A. A. Manchester has been named 
sales manager of Emark battery 
division of Thomas A. Edison, Inc., 
at Kearny, N. J. He succeeds E. H. 
Green, resigned. For the last four 
years Mr. Manchester has been as- 
sistant to the division manager. 
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Lysol Notes 
Birthday of 
Quintuplets 


New York, May 14.—As “the only 
disinfectant used to help protect the 
Dionne quintuplets against infection, 
since the day of their birth,” Lysol 
celebrating their second anniver- 
sary with the heaviest advertising 
drive ever run by Lehn & Fink Prod- 
ucts Corporation on this 50-year-old 
product. 

Full pages, in color, will appear in 
special newspaper sections of 36 
leading cities, with a total net circu- 
lation of about 8,000,000, about May 
28, when the quintuplets will be two 
years old. 

The color pages appear in a special 
Dionne roto section of the Scripps- 
Howard newspapers May 29 and in 
The American Weekly, of June 7. 
Black and white full pages are also 
appearing, at the same time, in 17 
national magazines. 

Radio is also being used to promote 
the campaign, on “The Life of Mary 
Sothern” program, Monday through 
Friday, over Stations WLW, WGAR, 
WGN, and WCAE. 

The big feature of the campaign is 


is 


an illustrated book telling the story 


of the scientific given to the 
Dionne babies. 

“Every page gives vital informa- 
tion that every mother ought to 
have” says the advertising. ‘Price- 
less help for mothers—useful facts 
about baby-care as practised in this 
world-famous case.” 

The book is offered free to mothers 
who send in the front from a Lysol 
carton before June 30. It is planned 
to put on special store promotion 
after that date, and material for this 


care 


ACUSHNET ADDS 
11 NEWSPAPERS 
TO 1936 LIST 


purpose is now in preparation. 

Dorothy Cocks, advertising man-| 
ager of Lehn & Fink, said that 1,000,- 
000 of these manuals have been! 
printed and the company is prepared 
for a second run of 1,000,000. 

Magazines on the schedule include 
Good Housekeeping, Ladies’ Home 
Journal, Love & Romance, McCall's, 
Modern Screen, Modern Romances, 
Movie Mirror, Parents’ Magazine, 
Pictorial Review, Radio Mirror, Ra- 
dio Stars, Screenland, Silver Screen, 
True Experiences, True Romances, 
True Story and Woman's Home Com- 
panion. The agency is Lennen & 
Mitchell. 


Join Rice Leaders 
McCormick & Co., Inc., Baltimore, 
Md., maker of McCormick’s Banquet 
tea and other products has joined 
the Rice Leaders of the World Asso- 


Demonstration Caravan Will 
Be Featured 


New Bedford, Mass., May 14.—-The 
Acushnet demonstration caravan, a 
motorized field demonstrator of the 
trailer type, introduced = several 
months ago to carry the story of 
Acushnet golf balls directly to golf 

has proven successful 
will be featured in 1936 copy 
Acushnet Process Company. 

Uses Direct Mail 

The summer advertising campaign 
for these golf balls will use Esquire 
and Saturday Evening Post, supple- 
mented by Pacific Coast Golfer, Golf- 
ing Magazine, Professional Golfer of 
America and Golfdom, with special 
coverage of the Pacific Coast and 


courses, so 
that it 


of the 


ciation. 


Southern territories through 11 news- 
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NEW TYPE OF PULLMAN ON CITY OF LOS ANGELES 
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SPOKANE MARKET MORE 


THAN EQUAL TO CITIES 
WITH HALF-MILLION. PEOPLE 


WASHINGTON, D. C. 
186,869 


POPULATION 


NOW OVER 100.000 CIRCULATION 


N size the Spokane market is larger than cities with half a 


million population. In purchasing power it outranks most 
communities of equal size, 
market resources, including the nation’s greatest wheat-pro- 
ducing area; its greatest apple-producing area; its most produc- 
tive lead-silver mine and other lucrative mining properties; 
world’s largest and second largest white pine saw mills; world’s 
largest stand of white pine timber; and great power and irri- 


gation projects, including 


because of the superlative Spokane 


the $63,000,000 Grand Coulee dam 


now building in Spokane’s A. B. C. trade area. 


The Spokesman-Review and Spokane Daily Chronicle now 
give advertisers a combined circulation of more than 100,000 
net paid each week-day in this lucrative market. 


THE SPOKESMAN-REVIEW: Spokane Daily Chronicle 


SUNDAY 


MORNING 


COMPARE ITS 


SIZE WITH 


WASHINGTON. 


D - «. 


(1930 U. S. CENSUS) 


SPOKANE MARKET 
963.798 


POPULATION 


EVENING 


SPOKANE, WASHINGTON 


ADVERTISING REPRESENTATIVES 


JOHN B. WOODWARD, INC., NEW YORK — CHICAGO — DETROIT — BOSTON — KANSAS CITY — SAN FRANCISCO — LOS ANGELES 
COLOR REPRESENTATIVES — SUNDAY SPOKESMAN-REVIEW MAGAZINE AND COMIC SECTIONS — ASSOCIATED NEWSPAPER COLOR, INC. 


| 
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| 
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Arrangement in Union Pacific's new streamliner. Sliding panels and 
windows in upper berths contribute to comfort and privacy. Photo 
by Kaufmann & Fabry. 


papers. This is the first time that 
Acushnet has used dailies. 

The campaign will also include 
direct-mail to professional 
golfers, carrying the offer of an elec- 
tric clock to each. Termed “Golf’s 
Greatest Sensation,” the Caravan 
show was featured throughout the 
winter at golf courses and tourna- 
ments in the South, where it received 
satisfactory acceptance. 


pieces 


Golf by Machines 


The demonstration allows’ the 
golfer to form his own opinion as to 
the relative merits of golf balls 
through use of a driving machine 
that will drive the balls up to 
yards earry another that will chip 
balls up to 150 yards with accuracy, 
a putting machine, an X-ray machine 
showing the internal construction of 


400 | 


} 
} 


the balls and a guillotine showing 
the toughness of each ball. 
The Caravan is offered to each golt 
course for one day free of charge. 
Acushnet entered the field fow 
years ago with a $5,000 advertising 


fund. The firm has maintained its 
advertising fund at 71%, per cent of 


its sales, and sales have risen stead 
ily until the 1936 advertising appro 


| priation is well over $50,000. 


Acushnet markets its entire gol! 
ball output through golf pros, being 
the only company in America to sel! 
exclusively through these outlets. 


Grothous Prenatal 


L. W. Grothous, assistant to the 
president of Allis-Chalmers Mfg 
Co., Milwaukee, has been elected a 


He will continue his 
in connection with 


vice-president. 
present duties 
sales activities. 


WE’RE ON THE 


| 


| 


NETWORK NOW! 


As key outlet for the new NBC Pacific Coast Blue 
Network, KGO now offers spot advertisers a 
greater value per advertising dollar than ever be- 
fore. And it has always been one of the most 
economical station buys in northern California. 


KGO 


7,500 WATTS 


NBC Pacific Coast Blue Network 


SAN FRANCISCO 
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We are pleased to announce that we now oceupy our new building 
at 321 East 44th Street, in New York. Unusual facilities, both for 
eolor and for black and white, now give our illustrators the great- 
est possible freedom from physical taioms in their creative 
work... Lejaren a Hiller... David W. Fleteher... John Paul 
Pennebaker... Harry E. Olsen ... Charles William Thill ... 
George Hukar...Verner D. Sapp... Stephen J. Heiser. 


YE AIMAAP as NAN 
tod and +—+< 


= LJ tik VUUL J vit © VAC 
ILLUSTRATION STUDIOS INCORPORATED 


321 EAST FORE¥eFOURTH STREET, NEW YORK, N. Y. . . « 237 EAST ONTARIO STREET, CHICAGO, Itt. 


230 EAST ALEXANDRINE STREET, DETROIT, MICH. 
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BATES, WIELDER 
OF POTENT 


(Picture on Page 47) 
New York, May 14.—Charles Aus:- 
tin Bates, whom some called the 
most gifted advertising man of his 


generation, died at his home at the 
Park Lane May 9 in his 65th year. 
He had been ill several months. 

Mr. Bates was born in Indianap- 
olis, where he dived into the busi- 
ness whirlpool as soon as he com- 
pleted public school. At 16 he was 
writing his first advertising copy for 
the customers of a printing shop 
which employed him and a little 
later he was appointed advertising 
manager of the Pettit Drygoods 
Company, then the largest depart- 
ment store in Indiana. 

At the age of 28 he moved to New 
York to establish himself as a mer- 
chandising counsel and free lance 
copy writer. The venture prospered 
and in 1898 he developed the busi- 
ness into an advertising agency 
which served many outstanding ad- 
vertisers of that time and which di- 
rected the first campaign for many 
who later became leaders. 

Distinguished Clientele 

Among these were Prudential 
Life, Regal shoes, R&G corsets, Car- 
borundum, Jap-a-Lac, Dr. Pierce, 
Dioxygen, Unguentine, Aeolian Com- 


pany, Sherwin-Williams, Wurlitzer, | 
H. J. Heinz, and Robert Burns | 
cigars. | 

By 1904 Mr. Bates had decided, | 
however, that the agency business | 
was profitable only for the client. | 
He undertook the organization, | 
financing and operation of indus- 
trials, accumulating a considerable | 
fortune in the 20 years that fol- | 
lowed. | 


One of the large enterprises with 
which he was associated during this 
period was the Colorado-Yule Mar- | 
ble Company, Marble, Colo. Under | 
his management the business be- 
came the largest producer of marble 
in the world, creating a town of | 
1,700 supported by the one payroll. 

Though his private means were 
impaired to some extent in post-war 
years, necessity had nothing to do 
with the return of Mr. Bates to the 
practice of advertising in New York 
in 1924, according to who 
knew him. He had the resources to 
what he liked, or nothing at all, 
he chose the activity he en- 
most, writing advertising. 

His Second Venture 

His second start in the agency 
field was based on an advertising 
service to some 40 or 50 direct mail 
printers throughout the country on 
a retainer and fee basis. During the 
next six years, he and his organiza. | 
tion prepared sales and advertising | 


those 


do 
and 
joyed 


plans for more than 3,000 busi- 
nesses, almost all of them small 
ones. 


The business was expanded along 
conventional agency lines in 1928. 


Complete service was rendered a 
few accounts but the organization 
has continued to specialize in ad. 
visory and copy service. 

Mr. Bates’ contemporaries in ad 
vertising have never been able to 
agree as to his principal talent. 
Some emphasize his genius’ for 


writing copy, while others stress his 
ability to pick and develop men. 
Still others explain his exploits by 


picturing him as one of the first 
modern industrialists, who knew 
how to co-ordinate all functions of 
business with advertising and _ sell- 
ing. 

Mr. Bates was a prolific writer 
One of the best known of his vol 
umes is “Bates on Advertising,” a 


standard text-book. 
Reliance in Copy 


His copy philosophy involved the 


narration of an interesting sales 
story about the product, using as 
many words as needed and putting 
little or no dependence on illustra- 
tion. Many of the outstanding pub- 
lication campaigns his organization 
placed were straight type advertise 


ments. He put his faith in strong 


the Bates agency as an artist; Ralph 


reason-why copy and showed no in-| Holden, co-founder with Mr. Cal- 
terest in slogans and punch lines.| kins of Calkins & Holden; Bert 
Charles Austin Bates, Inc., speci-| Chappelow, George Ethridge, Albert 


fied Casion for practically every ad- 


vertisement it placed, contending|J. T. H. Mitchell, co-founder of Len- 
that Caslon served notice on the|nen & Mitchell, Inc.; LeRoy Fair- 
reader that the advertisement was|man, E. E. Vreeland, Ben Hampton; | 
intended to be read. | Philip Lukin, vice-president, Law- 

Mr. Bates’ artistry with the pen| rence Fertig & Co.; and Bert Moses, 


S. Wales, head of the Wales agency; 


who later created one of the ro- 
| mances of business with Omega Oil 
| before becoming president of the 

of National Advertisers. 
Many others have been employed in 


won recognition from some of those | 
in the literary field who wont 
to look down on any writing which 
had a commercial objective. Frank 
Munsey was generous in his acclaim, 


were 


Association 


calling Mr. Bates “the best adver-| what was once referred to as the 
tising writer of them all.” “Bates School of Advertising.” 
Among the assistants Mr. Bates | The Rutherford Classic 
employed and who went on to 
achievements of their own were| One of Mr. Bates typical exploits 
Earnest Elmo Calkins, who joined’ as an _ industrialist concerned the 


| through 


Rutherford Rubber Company, manu- Ford Opens Rebuilt 


facturer of Sterling tires, which he | 


organized in 1908. During 1921 and | 
1922 he personally took charge of 


a sales drive on a new product of} 


llion dollars’ worth of tires by mail 


organiza- 
entirely 


and creating an 
over 3,500 dealers 


cash 
of 


for 
tion 


may 


World’s Fair Rotunda 


The Ford Rotunda, under constry, 
tion for the past year, was opened 
Saturday at Dearborn, Mich. Hoys 
ing exhibits of Ford machines, met} 
ods and products, it was first erecteg 
at the Chicago World’s Fair in 1934 
A staff of 125 persons will operat, 
the building. 


correspondence. Fred Waring and His Pennsylvap. 
ians came from New York to provi¢¢ 
musical entertainment for the open. 
| ing. 


this company, selling nearly a = 
Shunned Personal Contacts | 


Though he revealed a warm per- 
sonality to his intimates, Mr. Bates 
shunned personal contacts as far as} 
possible. He preferred to sell his| 


ava wT are y aj ¢ j ost eat: : 9 
agency accounts by mail and in m ’ billings for April were $139,934.34 
cases he succeeded in bringing in| ¢o, both basic and associated st, 
the contract without resorting to @| tions, compared with $191,482.72 fo; 
personal meeting. ' March. 


MBS Announces Billing 


Mutual Broadcasting System’s tota) 


The 


Key Feople to le 


There are more uses for electricity in 
Country Gentleman homes than most 
people realize. This is the kind of cus- 
tomer that supplies the greatest sales 


potential for electrical manufacturers. 


CQ, l= 


Se a rr re ea os ee ee 
28 a 
Sees eeieeenembeeeneectansateeetnnaenagenaremenaeremateees ee ee ——— —— 
d 
see 
N 
| es 
vel 
ee . 
, ee Ce \ 
i‘ t . 
i) 
| ee = 
pan 
= — —$——————————————_———— a ——————$———————— res —=—=—[—[—[—[=====_=—=—=—=—=—=—=—=—=—=—=>=>—_—?=?=?—€—??____== 
ee 4 ee i 
s re : a < — 
; eee, ae. ay if } 
' > eee ae if /} 
3 . a selene ‘ a Z ~ oe fy th mae, rps a F a is a + 4 , 
: ee nm Se YY ip oo "ae: psa... 
Ae 2% mane f , fy oie oe . so tt Ff 
le nommmmanen” Beas, Ye “——~ a S| a 4 Le yy / 
é 4 ite moeoeaunnne ae i f : = Yi ae irs } 
wee ies > e ae - ‘ 3 fa ee ee } 
wa wah ‘ ry F as . | = : ie si oammeamnemies 4 , 
* . “a ; a. : 4 —. eo. 4 y ' _- es. 4 — a ‘ 
2... Fe Tn. ig a — an 4 é i <i 
; + a. f | a iv. a ' & f { Pa — : er i ee } i, z - ee 3 ate . ° -_ 
: tae e pe fm Rg ota 3 ee oe i i —~ a 1% et hs La is q 
og en : : iia i} Ci og. fs 
A ‘ eS ‘? *. Zi ‘ ye: Mie i P H oe ' ; ei ie ee ued : ’ p 
ee Rei Be ui ae ae ' e ‘ inns, i 
; . 3 P , | . si 
* sat ai @ “a eet Petes ae. ee Pi les ee 
. i ie _——_ ; ae pi cet . me ‘ - 5 q 
% : “a ee fe ay i ae . a 
; , e ee ee a « | 
3 Ws, ae = ‘ ; _ a ; a Ge es é Fi, : ‘ : a : { 
 ) Bae Se ay. 4 3 § f B . 
A oy “a ii) i. eff fa I Pg | cz >t I 
" ee be ae . a ry i i. : fe Se : “wy i te Pe - . 
= ya sith % a > € FS oe , Pe Zs. . + A Remus ese hee aiid 
< we “9 | Fae Rete 4 ; a i % a i ae H ; 4 pairs ae RR, es oe = 
: A aed ‘S Sect a ee ‘ ee ht = By 3 foe t } he HE oe aye i 
as % : Ws 2 ee te Me £ a a |. i i i 
a “4 a : noone 9 Nel 5 j sna’ “i Se od es | ; : es 3 
4 : es Fis “ nt — See ' its . the Pe ae " i ; ; a 
meee ifs @ / PES phe F xd tet es as , se de se 
tes [2 i arg \, Ge es >. 5 Me i bal Pg es a . 
2 f : id. sid so ON ea i f Se is.” 
“7 7¢ § be i eh 2 Serene Be: yar Lot ts Coral 
| 3 i e: ( b 2S . . x i : ™ : : ae i 5 ‘§ i i ies Sas ee ? +e . 
Cay ee at ela Le —— lc ks rr 
_ som? pa Sr ie Ma C 
= a: Bees —_— $ ee: Se 3 : : Pe Ae oe ee: Wd <  - He ¢ oe “Se eee 
| tt - Et _ eS eee SI { i Bl , a “ —_— pac 
‘ ; p F é aS ee | (iy a 
‘ ot » . (ee oe : : co ees ‘ a 
| = 
| 
ee | HI 
‘ 
rot Pee. 5 ae $ . a CBN ©: ,. ae ve" ra 7 ees ear aes eat ey dei. 3 tere bs i Pe Nae Pits oR teas eh a ees Ir “ ar 2 femeg aes zi ‘ a est : ye ae 
OE Ee ee Pa 


E_ 


May 18, 1936 


ADVERTISING AGE 


29 


Corporation, and a director 


John Murray, Oxzyn Company. | 


Agency Head, | 


| 


6 4 'liked. These qualities were first rec- | 
D e a d at | ognized by the late William Wrigley, 


} 


|chewing gum magnate, who employed 
“ew York, May 12.—John Murray, | im for many years in promotional 
president of the John F. Murray Ad-| work. ; 
vertising Agency, Inc., died Satur-| Early in the century Mr. Murray 
day night of a heart ailment at his | estabilehed bis agency, which for 
ome in Roslyn, Long Island. | ae than 30 years was associated | 
| with advertising and merchandising 
activities of the American Home 
\r. Murray was a director and| Products Corporation. 
rreasurer of American Home Prod- | Mr. Murray was a lover of horses 
ts Corporation, president of Mur-| and riding, and was well known in 
v's Newspaper Services, Inc., treas-| the Long Island driving community. 
ier of the Wyeth Chemical Com-| He was born in Monroe, Ia., 64 years 


Active in Business 


of the | the former Bessie Dutton, of Wheat- 
lands, Ia., whom he married in 1894. 

A unique personality and ready | Funeral services were held at his 
wit made him widely-known and|home in Roslyn today. 


eral manager in the Boston and New 


Oil Company of New York, died here. 


Harrison, Publisher 


pany, Vice-president of the Larned'ago. He is survived by his widow, 


lowing a week’s illness. Mr. Harri- 
son had been with the Herald since 


1908, and became publisher of the 
Interment | Banner-Herald in 1931. 
will be at Wheatlands Thursday. Mr. Harrison is survived by his 


wife and two sons, one of whom, 
James C. Harrison, Jr., is a member 
of the Herald’s advertising staff. 


Death Takes Folant 
Portland, Me., May 12.—William 8S. 
Folant, for 25 years assistant gen- 


Death Takes Pockman, 
of U. S. Rubber Company 


New York, May 14.—Theodore N. 
Pockman, assistant advertising man- 
ager of the United States Rubber 
Company, died yesterday at the age 


England districts of the Standard 


in Georgia, Dies 


Augusta, Ga., May 12.—James C.| of 45. His widow, a daughter and a 
Harrison, 60, publisher of the Au-|son survive. Mr. Pockman was grad- 
gusta Herald and the Athens Banner-| uated from Rutgers University in 


Herald, died May 3 at his home fol-!1911 and then taught for two years 


—— 
——— 


n Rural Electrification 


are clearly identified 


Gh tea of all do- 

mestic electric customers 
live in places under 10,000 
population. The number of 
farm homes having electricity 
has increased 360 per cent in 


ten years. 


And whereas, in 1932, it 
took 716 bushels of wheat to 


pay for one electric refrigera- 
tor, it now takes but 230. Rural people are making 
more and spending more. Ruralaria is able to buy 


—and is buying. 


The 7,000,000 electric customers in places under 
10,000 have already bought millions of electrical 
conveniences. One-fourth of farm homes with elec- 
tricity have electric refrigerators, but the major 
task of selling electric equipment to these families 


has barely begun. 


The opportunity to advertise to more than 
1,000,000 electricity-using First Families of Rural- 
aria—all available in one unit through the pages of 


Country Gentleman—warrants primary considera- 


and easy to reach 


tion. Families of this type provide the broad, 


straight main line to the entire available market. 


Country Gentleman families have already clearly 
identified themselves as the FirsT prospects for all 
kinds of electrical equipment. Seventy per cent of 
them own homes. Their scale of living makes them 
want electrical conveniences. Even now, nearly ten 
per cent of cook stoves in Country Gentleman 


homes are ELECTRIC STOVES. 


Selling the leaders is the first and most important 
stride in selling anything anywhere. Country Gen- 
tleman offers them by the million to the electrical 
industry just as it has to the automobile industry. 
Country Gentleman’s ratio of automobile ownership 


to circulation is 105 per cent. 


They can be advertised to in Country Gentleman 
for 31% cents per family—one page every month 


for a year. 


* * * 


If your product is one that most families 
can use or enjoy, Country Gentleman should 
be one of the first three magazines in your 


advertising plan 


Country GENTLEMAN 


FAMILY COUNSELOR TO MORE THAN 5,250,000 PEOPLE 
... Key to 40% of National Sales Potential 


HE CURTIS PUBLISHING COMPANY : 


Philadelphia, Boston, Chicago, Cleveland, Detroit, New York, San Francisco 


at Robert College, Istanbul, Turkey. 
In 1913 he returned to study journal- 
ism at Columbia University. 


He became assistant editor of 
Importer’s Guide, and served with 
Adventure and Vanity Fair. He 


later joined the New York Tribune, 
and when the United States went 
into the war, he became a publicity 
worker with the Marine Corps. After 
the war he joined the United States 
Rubber Company. He also lectured 
at Columbia on advertising. 


J. A. Power Dies 


Chicago, May 12.—John Andrew 
Power, 74, Chicago circulation man- 
ager for Collier’s Weekly for the past 
30 years, died suddenly at his home 
here today. Mr. Power was born in 
Malone, N. Y., and had lived in Chi- 
cago since he was six years old. He 
is survived by his widow, four sons, 
and three daughters. 


Hugh Fitzgerald, of 
Marsh-Fentress, Dies 

Austin, Tex., May 12.—Hugh Nu- 
gent Fitzgerald, dean of Texas news- 
papermen, and prominent in public 
affairs of this state, died at his home 
here May 6, at the age of 73. He was 
with Marsh-Fentress Newspapers. 

During the North Texas oil boom 
he founded the Wichita Falls Record- 
News, disposing of his interest in 
1921. 


Huntsman Passes 
Fort Worth, Tex., May 12.—W. L. 
Huntsman, display advertising man- 
ager for The Fair, a leading Fort 
Worth department store, for 16 
years, died here April 28. 


Weinstock Succumbs 
Chicago, May 12.—Aaron Wein- 
stock, 50, vice-president of the Hand- 
werk Publishing Company, Chicago, 
which publishes four neighborhood 
papers, was found dead today of a 

heart attack, in his apartment. 


Agency Man Dead 

Kokomo, Ind., May 12.—Harry M. 
Lynch, 54, head of an advertising 
agency here, died of heart disease 
recently. Mr. Lynch was formerly 
associated with the Indianapolis 
News, the Kokomo Dispatch, and the 
Kokomo Tribune. 


Death Claims Vosler 

Cincinnati, O., May 12.—Walter G. 
Vosler, 50, founder of the Cincinnati 
Display Service, died here after an 
illness of more than a year. Mr. 
Vosler was a former president of the 
Greater Cincinnati Display Company, 
and was an associate member of 
Window Advertising, Inc., New York. 


Rosenthal, — of 
Mail Order Firm, Dies 


Chicago, May 15—Benjamin Jef- 
ferson Rosenthal, 68, chairman of the 
board of the Chicago Mail Order Com- 
pany, and well known philanthropist, 
died in Passavant Hospital yesterday 
after an operation. 

The Chicago Millinery Mail Order 
Company was founded in 1889 by 
Samuel H. Rosenthal, brother of Mr 
Rosenthal. Shortly after the turn of 
the century, it was incorporated as 
Chicago Mail Order Company. Upon 
the founder’s retirement in 1916, his 
brother succeeded him as president, 
serving in that office until 1924. 


Crash Kills Bartlett, 


of Rockford Newspapers 

Rockford, Ill., May 15.—Elliott 
Bartlett, 52, a director of the Rock- 
ford, Ill., Consolidated Newspapers, 
Inc., publishers of the Star and Ref- 
ister-Republic, was killed last night 
in an automobile accident near La 
Salle, Ill. 

An automobile driven by Mrs. Ar- 
thur Wolf of Streator, IIl., struck a 
campaign trailer attached to Mr. 
Bartlett’s car. Mr. Bartlett died of 
injuries to his chest when the auto- 
mobile and trailer overturned. 


K. H. & P. for Skol 


Skol Products Co. maker of Skol 
Swedish Antiseptic, has named Kim- 
ball, Hubbard & Powel, Inc., New 
York, for a promotional campaign. 
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Taylor Store Begins | 
Fourth Year on KMBC | 


John Taylor Dry Goods Co., Kan- 
sas City, has started its fourth con- 
tinuous year on KMBC. 


Freak Make-up 
Condemned by 
N. E. Dailies 


The program, Fashion Flashes, 
- featuring Joanne Taylor and her 
Boston, Mass., May 12.—A resolu-| personal shopping service, is broad 


tion to discourage advertisers from 
using freak make-up which domi- 
nates an entire page, although using 
a small amount of space, was adopted 
by the New England Newspaper Ad- 
vertising Executives Association at 
its meeting in the Parker House to- 
day. Members of the association as- 
serted that such copy complicates 
make-up, wastes paper and is unfair 
to other advertisers. The use of mul- 
tiple advertisements using but one 
name slug, it was suggested, should 
be discouraged. 

A co-operative series of advertise- 
ments designed to “sell New England 
through its Newspapers” will be run 
in most papers which are members of 
the association. The entire series of 
ten advertisements was prepared by 
individual New England agencies. 

The meeting was presided over by 
J. Maxim Ryder, New Bedford Stand- 
ard Times and Mercury, president; 
Buell W. Hudson, of the Woonsocket 
Call, secretary-treasurer; Don W. 
Davis of the Springfield Newspapers 
and Frank S. Hoy of the Lewiston 
Sun and Journal, 


cast daily except Sunday. 


Independents in 
Joint Broadcast 
A co-operative program, presented 
by seven lowa hardware jobbers over 
WHO, Des Moines, is to be expanded. 
Several manufacturers will join in 
sponsorship of the daily news-broad- 
cast. 


Promote Swim Week 
National “Swim for Health Week” 
will be observed June 22-27 under 
the sponsorship of the National 
Knitted Outerwear Association, and 
the National Association of Amuse: 

ment Parks, Pools and Beaches. 


Appoints Belding 
Belding & Son, New York, have 
been appointed Eastern representa- 
tives for Hardware Trade and Sport- 
ing Goods, Minneapolis. 


Closes Cc hicago Office 


Gardner-Greist Company has closed 
its Chicago office, following transfer 
of Harold Greist to New York. 


—_ 


LONG BEACH OFFICERS INSTALLED AT FESTIVE MEETING 


This photograph of the new staff of the Advertising Club of Long Beach, Cal., was taken at the installation at the exclusive 
Virginia Country Club. Harry E. S. Stricklin, new president, is in the 


front row, third from left. 


IN THE FIRST 


3 wowrus or 1936 


THE FOLLOWING CONCERNS 
NEVER BEFORE ADVERTISERS IN THE ATLANTIC 


HAVE PLACED CONTRACTS 


@ American Mail Line 
© Bethlehem Steel Company 
@ Chicago, Burlington & Quincy Railroad 
@ China Navigation Co. — Cunard-White Star 
© Wm. Cooper & Nephews, Inc. 
e Laurence D’Orsay 
e B. F. Elbert 
@ General Foods Corporation 
e Grand Hotel Panhans 
The judgment which @ Hotel Cleveland 
prompted these organiza- @ Longs Peak Inn 
tions to issue their first © Preston Springs Hotel 
contracts is backed up by  @ Richard Blank Publishing Company 
the experience of the scores © Saratoga Springs Authority 
of other ATLANTIC ad- © Sherwin-Williams Company 
vertisers who, year after © Standard Accident Insurance Company 
year, understand theextent @ Vermont Publicity Service 
to which ATLANTIC @ Virginia State Commission on Conservation & Devel- 
readers buy and influence opment 
others to buy. @ Wheary Trunk Company 


CIRCULATION OVER 100,000 - Page Rate Black and White $470 


“A tlantic 


New York 


Boston Chicago 


Los Angeles 


New Duties for 
Howard; Ward’s 
Set-up Changed 


Chicago, May 14.—With a shift in 
the departmental set-up, William H. 
Howard, retail advertising manager 
of Montgomery Ward & Co., has taken 
on widened responsibility in retail 
sales direction. 

Under the change, Ernest P. De 
Kalb, retail sales manager, has been 
transferred to special field work and 
Mr. Howard becomes retail advertis- 
ing and sales manager. 


Sales Department Split 


The sales department, hitherto an 
individual unit, is split between op- 
erating and merchandising depart- 
ments. The retail advertising de- 
partment comes under the operating 
department headed by R. H. Fogler, 
vice-president. Creative functions of 
mail order sales come under the mer- 
chandising end. 

Mr. Howard formerly was advertis- 
ing manager of R. H. Macy & Co., 


and publicity director of Gimbel 
Brothers, New York. 
Rumbles Promoted 


Arthur R. Rumbles has been ap- 
pointed vice-president of Remington 
Rand, Inc., Buffalo, N. Y., succeeding 
the late S. H. Pinkham. Mr. Rumbles 
has been general manager of the 
Kardex division. 


Strike When 
Gas Stations 
Change Hands 


Minneapolis, May 12.—Strike 0’ 
union gas station employes, wh 
claimed local and national compa 


nies were leasing stations to circun 
vent minimum wage and hour agre¢ 
ments, was settled here yesterda) 
with the ruling that the leasing was 
proper and the wage and hour ques 
tion a responsibility of the statior 
operators. 

The controversy arose from the r 
cent decision of big oil companies t 
sell stations to individual operator: 
in the face of heavy chain taxes. 


Lasts Four Days 


Meyer Lewis, special representa 
tive of the American Federation 0! 
Labor, ruled that the companies 
leased stations without violation o/ 
union agreements. The strike 
lasted four days. Only about 30 sta 
tions in Minneapolis now are con 
pany operated out of more than 8 
stations in the city. 


Miss Strauss Advances 


Helen Strauss has been name 
publicity director of Benton & 
Bowles, New York. She has been iD 
the department three years, and su 
ceeds Maurice Hanson, transferreé 
to General Foods accounts. 


May 
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Announcing that GIOVANNI 
SUTER is now associated with the 
WESLEY BOWMAN STUDIO, 
INC. in charge of creative photo- 
graphic illustrations. 
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Tur SunpAY News bas been going to this 


nan 12 years. 
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Fourteen miles the river runs, ftom Norwich 
to the sea. 

A black barge unloads coal; a sliver 

Of a racing shell leaves a rippling wake. 

This New England Thames is quiet now. 


But once the masts of shipping rose, 
A sea sprung forest against Connecticut hills, 
And Norwich was a bustling port 
Where sailors yarned in Thames Street taverns, 
Told of West Indies fights and tropic fevers, 
Of privateers and prize courts, 
Of Capt. Solomon Ingraham’s ship Pacific, 
of two hundred tons, 
Robbed, beached and burned off Calcutta. 
But Capt. Sol beat back to Norwich in a year. 
Their speech dripped of strange harbors, 
Essequibo, Demerara, Alicante and St. Ubes. 
They ran around the Horn in Norwich ships, 
The Olive Branch, the Dove, the Modesty. 
Squat Norwich warehouses smelled of spices, 
Molasses, coffee, and rum from Barbados; 
Of cambrics, linen, silks, damasks and 
chintzes and crepes. And Norwich shops 
Showed the late London styles, garters and 
stays for ladies, buttons of gold and silver. 


In ancient Norwich homes, tea is still served 
on plate imported before George the Third, 

And clocks have chimed 250 years. 

Main Street signs still keep old names alive. 

And few New England towns have saved so 
much Colonial heritage, 


on Dunham Street, Norwich, for more 
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250 years. Once a great inland port: now a manufacturing city of 23,021 population. Its 5,615 families buy 


| fl 4 
Norwicn, Conn., 137 miles from New York City, bas a commercial experience of more than Ze 
é = eS, 
EEE 
my 


1,627 copies of the Sunday News, a 29% coverage of the city. The picture is a view of Main Street, retail 


shopping street for 200 years. 


The glory of white houses with green blinds 
and tall brick chimneys, 

Plank floors, great rafters and wide fireplaces. 

Sull stands the house Chris Huntington was 
born in, first white boy in Norwich. 

The Reynolds house built in 1661, 

The home of Gov. Samuel Huntington, who 
signed the Declaration, 

The Teel house where Washington stayed, 

Leffingwell Inn, opened 235 years ago, 

The house of Lathrop, pharmacist, whose boy 
apprentice was one Benedict Arnold. 


W hen shipping died, the mills began. 

The Yantic and Shetucket, which join to 
form the Thames, 

Powered the looms. Norwich still makes fine 
cotton goods, silks, woolens, velvets, 

Makes shoes and leather goods, firearms, 
cutlery, and thermos bottles. 

Norwich is a good place to \work, to live in 
—and to sell. 

Sull called “Rose of New England”, 

Although homes cover the hills 
where the wild rose once grew. 

Norwich is proud of its big Mohegan 
Park, 

Its playgrounds, lakes and nearby 
country, State forests and Indian 
battle-grounds, 

Its golf course and athletic field, 

Which add to its joy in living. 


Tribune Tower, Chicago * 


SUNDAY 


NEW YORK'S (—-S 


Kohl Building, San Francisco * 


In Norwich banks last year, savings 
totaled $43,000,000, 

And Norwich families spent $10,000,000 
in §27 retail stores. 

And if you want to sell the Norwich dealers 
this year 

Tell Norwich through the Sunday News, 

Where the advertising columns are exposed to 
29°, of the families. 

Where newsboys on Sunday mornings 

Carry it up shaded Washington Street, 

Past Chelsea Parade and the Old Town. 

To Polish families on Bean Hill beyond, 

Middle-incomed families in Greenville and 
Laurel Hill, 

To Taftville and Thamesville mill workers, 

To new homes built in tiers on the hills, 

And old frame houses on the river front. 


Norwich is just one of 129 towns of over 
10,000 in this greater New York market 

Where 20°, or more of the families read the 
Sunday News. 

In New York City, News coverage is 2 out of 3. 

With more than 2,850,000 circulation, mostly 
on the Eastern Seaboard. 

The News does a magazine job with the 
newspaper's closer coverage, 

At less than the usual newspaper cost. 

To anyone looking for more—and more 
profitable—business in 1936: 

Try the urban East and the Sunday News! 


NEWS 


YF PICTURE NEWSPAPER. 


220 East Forty-SECOND STREET, NEw YORK 
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W HetHer it be your downtown 
club or your golf club, you have 
doubtless noted the increased ac- 
tivity lately—more members, more 
spending, more parties, greater in- 
terest in all club functions. 


If your club is like the 4,500 other 
worth-while clubs, you'll see many 
changes and improvements taking 
place in its surroundings—new car- 
peting, new furniture, table service, 
linens, kitchen equipment and, very 
likely, air-conditioning and other 
modern developments which con- 
tribute to the comfort and luxury 


of club life. 


We don't know how many clubs are 
using your products, but, whatever 
your club business is, we know we 
can help you increase it by carrying 
your selling story through CLUB 
MANAGEMENT to the managers 
and officers of practically every 
bona fide private city club and 
country club. 


Club executives regard CLUB 
MANAGEMENT as their authority, 
for it is the only paper covering 
every phase of club administration, 
operation, maintenance and service. 
LESS THAN 5° SUBSCRIBE TO 
ANY OF THE ALLIED HOTEL AND 
RESTAURANT JOURNALS. 


You need use only one medium to 


reach the buyers of America’s 


clubs. Let us send you our Annual 
Club Business and Remodeling Sur- 
vey as well as pertinent facts about 
the publication itself—no obliga- 


tion. 


CLUB 


Manaqement 


The 
of Town and Coutttry Clubs 


PATTERSON PUBLISHING COMPANY 


Incorporated 1906 
(Also Publishers of The AMERICAN RESTAURANT) 
5 SO. WABASH AVE., CHICAGO 
FIFTH AVE., 


551 NEW YORK CITY 


Getting Personal 


J. G. Sample and Hill Blackett have made their annual swap of jobs, 

Mr. Sample being president and Mr. Blackett, treasurer, of Blackett- 
Sample-Hummert, Chicago, for the nonce. While the two advertising 
men agreed to trade every year, it seems both forgot all about it in 
1935. And were they embarrassed when Secretary J. R. Lieber took 
them to task... 

Since Blackett-Sample-Hummert 
became more publicity-minded, ee 
Berta Hendricks, who was Mr. 
Blackett’s secretary for six years, 
has become publicity director in | 
the radio department... “a 


Horatio Alger could do a lot 
with the story of Clarence Rus- 
sell, who after eight years as a 
salesman for Ketterlinus Litho- 
graph, suddenly faces the life of 
an opera star. Mr. Russell has 
been taken under the wing of 
Mary Garden, scout fur Metro- 
Goldwyn-Mayer, and will be given 
a year in Europe, sailing May 29. 
He will be accompanied by his 
wife, Olive Nelson Russell, con- 
cert pianist... 


William M. Scholl, president of 
Scholl Manufacturing Co., was 
among those aboard the German 
zepp, the Hindenburg, in its re- 
turn flight from New York, Mr. 
Scholl will visit his numerous re- 
tail outlets in Europe before re- 
turning to the United States... 


GETS NAUTICAL CLOCK — Annapolis- 
trained L. Guerin, now with G. M. Bas- 
ford Company, beams his pleasure at 


This department, always partial dinner McGraw-Hill 
to the achievements of women, is 
glad to pass along the informa- 
tion that three of the fair sex will get along all right as long as chains 
are in business. Jessie Woolworth Donahue and Helena Woolworth 
McCann are the two largest holders of stock of the F. W. Woolworth 
Company, and Myrtle H. Newberry is the second largest stockholder 
of the J. J. Newberry Company. The first two named are daughters 
of the late Frank Woolworth and are directors in the thriving Wool- 
worth business. . . 


by former 
associates. 


given 


Helen K. Martin, who led the largest delegation of women to the 
A. F. A. convention at Chicago last year, is again convention chairman 
of the Women’s Advertising Club of St. Louis, and promises to show 
her Boston friends something. She is with the Missouri Pacific. . . 


Francis Lawton, Jr., president of General Business Films, Inc., 
New York, is offering five bucks each for each low-down published. A 
low-down is the real reason why a buyer bought from the fellow who 
got the order, or the actual reason why the unsuccessful salesman lost 
the order. The address is 565 Fifth Avenue. . . 


Mix Dancer, of Henri, Hurst & McDonald, Chicago, has departed 
for Europe in the good company of George A. Morrell, advertising di- 
rector of John Morrell & Co., Ottumwa, Ia.... 


Zene Potter’s daughter, Jean, is on the editorial staff of Time. Her 
engagement to William Wright Stafford, of Berea, Ky., has just been 
announced, with the wedding set for June... 


Jim Cleary, of Roche, Williams & Cunnyngham, Chicago, was one of 
the moving spirits in formation of the “World’s Greatest Newspaper 
Advertising Alumni Association,” just organized in Chicago, and has 
been elected president of the gang. It seems that all of the 26 charter 
members of the organization are still connected with advertising, though 
no longer with the Tribune... 


Earl H. Gammons, president of WCCO, Minneapolis, has been 
scheduled for so many talks on radio that he is beginning to wonder 
how he is going to find time for the business of running a station .. . 
E. S. Brandt, of the Chicago advertising agency of that name, is par- 
ticipating in a doorbell ringing campaign in Evanston. He is one of 25 
business men pledged to defeat the new deal through this means of 
reaching the electorate. . . 

Senator Arthur Capper, the Kansas publisher, is doing an effective 
bit for the Republican cause by interpreting legislation from the Re- 
publican viewpoint every other Sunday on a WHN program, alternat- 


ing with Senator Robert F. Wagner (Dem. N. Y.) The response to 
his May 10 talk, with its “Quo Vadis” implication, was particularly 
pleasing. . . 

Bernarr Macfadden temporarily forgot political matters May 16, 


when he strode away from Columbus Circle at the head of a long column 
of hikers on their way to his Physical Culture Hotel at Danville, N. ts 
102 miles distant. The publisher furnishes accommodation en route and 
invites all who finish to be his guests at the hotel for two days. . . 
Continuing his tour of Kiwanis Clubs, H. B. LeQuatte, president of 
Churchill-Hall, addressed the New York organization May 13 on “Ad- 
vertising and Main Street.” The talk was WMCA 
and the Inter-City Group. . . 
Eddie Owens, Arthur Kudner, 


broadcast over 
Inc., hurries away week-ends to his 
new farm near Danbury, Conn. He is on the point of going in for 
raising chickens. .. L. W. E. Tuthill, agency head, is another who feels 
the call of the soil in the spring. He has a pre-Revolutionary farm- 
stead at Goshen and delights to show week-end guests the public 
records proving its age... 

Ray Brown, v.p. of the Halley agency, and Mrs. Brown, sailed on 
the Paris May 9 to look into the talk about the magic of springtime 
in Paris... Senor N. Alvare, noted Cuban rum expert, associated with 
Siboney Distilling Corporation, Philadelphia, and Senora Alvare. have 
sailed for Cuba, where they will welcome a blessed event. . . 

Miss Douglas Gordon, who has been active in advertising since 
graduating from Wellesley, and Aylward Howard Stockwell, of Ayer’s 
New York office, were married in Scarsdale May 16. . . Jarrett Wells, 
"34 debutante and graduate of Kimberley and Sarah Lawrence Col- 
lege, and Robert Armand Schmid, of the business staff of Mutual net- 
work, have made up their minds. . . 


The parents of Dixie Thompson, of Honolulu, have announced her 


The 
when the groom-to-be visited 


engagement to Samuel Carnes Collier, of Barron G. Collier, Inc. 
romance had its inception last December, 
Hawaii. . . 


Advertising 


Cheats Death 
of New Victim 


New York, May 14.—Raymond L. 
Perkins, 943 East 22d St., Brooklyn, 
asserts that his faith in advertising 
transformed him in a few months 
from a hopeless invalid to a fine 
specimen of manhood. 


For 20 years prior to October, 
1930, Mr. Perkins was associated 
with Teztile World. After being 


forced to resign because of ill health, 
he had no regular employment. 

In the summer of 1935, he told Ab- 
VERTISING AGE, he suffered a nervous 
breakdown which left him with 
chronic asthma. He tried many 
treatments in vain and in December 
five physicians pronounced him in- 
curable and left him alone with his 
thoughts. 


Turns to Classified 


In desperation he inserted a classi- 
fied advertisement under ‘Public 
Notices” in the Jan. 2 New York 
Herald Tribune, which read: 

“Asthma sufferer since July would 
like to hear from any one being 
cured. Skin tests negative.” 

He received 47 letters and 12 tele- 
phone calls in reply. The most con- 
vincing was from an elderly woman, 
who recommended Dr. P. Harold 
Hayes, Buffalo, N. Y., noted asthma 
specialist. 

Dr. Hayes offered a mail order 
treatment, which benefited Mr. Per- 
kins so much that on Feb. 22 he re- 
turned to the Herald Tribune classi- 
fied office with the the following 
copy: 

“Asthma sufferer since July, hav- 
ing been restored to health, grate- 
fully acknowledges scores of letters 
responding to my plea in this column 
Jan. 2. Perkins, 493 East 22nd St., 
Brooklyn.” 


Widening the Circle 


Since publication of the advertise- 


ment, Mr. Perkins said, 187 persons 
have contacted him to learn the 
name and address of his physician, | 


and inquiries are still coming in. He 
takes joy in bringing a message of 
new hope to other sufferers. 

“My experience suggests that meq 
ical advertising, under proper safe 
guards, should be encouraged, insteag 
of being restricted or forbidden,” hg, 
commented. “Fortunately for me 
my experience suggested that I see; 


a way around these restrictions by 
advertising for a treatment which 
could not itself be advertised.” 


ASSOCIATION FROWNS 
ON HAYES’ METHODS 


Chicago, May 15.—The Americay 
Medical Association doesn’t like the 
methods of Dr. Pliny H. Hayes, oj 
Buffalo. While Dr. Hayes has ep 
joyed a sound medical education, 
the A. M. A. feels that he has placeg 
himself beyond the pale by ordering 
a cure for asthma which is sent by 
mail to any one who has the price 
and without any diagnosis of the ai 
ment. 

The association analyzed Dr 
Hayes’ remedy some time ago, re. 
porting that it “apparently” con 
sists of iodides, a cough remedy and 
some iron and quinine. 


Freezer Copy Is 
Placed by Western 


Western Advertising Co., Racine 
Wis., is placing the magazine cam 
paign on an iceless ice cream freezer 
for Hamilton Beach Co., recently re. 
ported in ADVERTISING AGE. 

Publicity is handled by Lawrence 
Selz, Chicago. 


Walker Heads Truscon 


A. E. Walker, general sales man. 
ager, Republic Steel Corp., Cleveland, 
has been elected president of Truscon 
Steel Co., Youngstown, O., succeeding 
Julius Kahn. Mr. Kahn has been 
made vice-president of Republic Stee! 
Corporation in charge of product de. 
velopment and Mr. Walker will con 
tinue as general sales manager. 


Plan Insurance Meeting 

Life insurance advertising and 
sales executives will meet May 22 at 
the Edgewater Beach Hotel, Chicago 
for the north central round table 
W. T. Plogsterth, director of field 
service of Lincoln National Life In. 
surance Co., is chairman. 


INSIDE 
LOOKING OUT 


Advertising Manager Now Directing 7 Million 
Dollar Annual Expenditure for Prominent National 
Advertiser Would Like to Enter Agency Field as 


IDEA MAN— ACCOUNT EXECUTIVE 


This is the easiest ad I’ve ever had to write. 


It’s about a 


friend of mine who has successfully directed the adver- 
tising and sales promotional activities of one of America’s 
largest advertisers and best known merchandising suc- 
cesses. He is a completely versatile fellow, and really be- 
longs on the agency side of the fence. A competent vis- 
ualizer, thorough knowledge of media, good “stunt” and 
idea man, the creative side of his nature has progressively 
been burdened by more and more management detail. 
That, and certain other factors, are his reasons for desir- 
ing change. 

Salary is secondary to opportunity. 
work for you at $10,000. 
London. 

You'll take a strong liking to this man in the first five 
minutes of conversation. He has sold general merchan- 
dise to the Traders and Indians of the Hudson Bay, 
earned his way back and forth across the country writ- 
ing advertisements for local merchants, shipped on a 
cattle boat, sold jewelry to the miners of Alaska, and sold 
advertising service in London. He knows human beings 
and he knows the world. 

On top of this wide experience—rich in human value 
and understanding, have followed ten years during which 
he has successfully directed advertising for three na- 
tionally important products in the food, beverage, and 
tobacco fields, ending up in the present position which he 
still holds. 

If you wish to talk to this man, I'll be glad to hand your 
letter to him unopened and he will call you for an appoint- 
ment. It is desirable that your reply be as specific as 
possible. Address Box 772, ADVERTISING AGE, 330 W. 


42nd St., New York, N. Y. 


He would come to 
Prefers location New York or 
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oa F BOOM Holland Sponsors Hearst Acquires Two Univex Pu s h es inch prints from alm which meas. 
BUSIN Tulip Festival " ures 114 by 1% inches, at no extra 


Southwest Stations cost to the customer, a service made 
ned 


A “play-by-play” description of the Federal Communications Commis- Camera Story available through  photo-finishers. 
Safe PREDICTED BY traditional Holland, Mich., annual|sion has approved acquisition of 


Universal sells the 1% by 1% inch 


stead Tulip Festival was put on the air| KNOW, Austin, Tex., and KTSA, ; L Li t : “gaping ae : 
”* he pity Mutual Pine ea System | San Antonio, Tex., by Hearst Radio, in ong Is —m, in a six-exposure roll, for 10 
me May 16, by the Holland Furnace| Inc. cents. . 
seek Company. Hearst interests have filed applica- The company, which in 34 months 
s by Ruthrauff & Ryan, Ine., is the| tion to buy Stations - KOMA, Okla- New York, May 14.—Universal| claims to have become the largest 
hic} agency. homa City, Wat O, W aco, Tex., and|}Camera Corporation has launched | unit manufacturer of cameras in the 
—— ae KTAT, Ft. Worth, Tex. }an extensive campaign for its $1.50] world, will soon introduce a motion 
eee | Univex camera in color pages in 43 picture camera and projector, each 
New York, May 2.—Seconding Nunns Buy WLAP Joins Centennial | magazines and full aed in 22 Sun-|to retail for less than $10, and a 
ODS the —— beenacing eres » Cae a Lanne — Breed _— Eugene Pool. former mame. wa day newspapers. A smaller list of | 30-foot roll of film for approximately 
ne new chairman of the American] Nunn, owners otf ,exington, Ys» 5 —— a Anny ~ pay ee newspapers is being used to pro-|50 cents. 
ricay Association of Advertising Agencies,| Herald, have purchased station| Cleburne, Tex., Times-Review, has| 3 $2.50 model Franklin Bruck Advertising Cor- 
the about advertising prospects for the WLAP, subject to approval of Fed- joined he eserg- A gag of | e : spire ea ie: offer of 3 to 4! ential New York is the agency 
. a current year, James M. Mathes, eral Communications Commission. | Texas Centennial Board, Dallas. Op) atures ¢ o t pore » 4 » is at y- 
3 en president, J. M. Mathes, Inc., in a| * = = —_— = —— <= —— ——— 
ation, statement here yesterday, predicted 
laced an unprecedented industrial and 
ering business boom in the immediate _ " — = 
nt by offing. ; 
price Mr. Mathes cited the record vol- - | 
2 ail ume of new materials and _ tech- - | — 
niques evolved by industry and E j j | Ae e g, 
Dr science and expressed belief that = |  _——_ ae 
0, Tre cumulative forces of a great pros- Z f Vian Tie Carle? 
con perity era are not to be restrained. : 
V and He forecast new and higher stand- CKY D 
ards of living and a practical solu- . py 
tion of the nation’s unemployment et i aa i 
sueaieens re . Hicenisy in crsnten Tint 
Still a Problem oo a f/f | | 'Ld¢ 
a > eon | 
acine Giving improvement of distribu- f oe maaiaaiaiael i 
cam tion as the most urgent problem be- ; a 
reezer fore business today, in an address , ‘ ras 
ly re to the New York Advertising Club, % ros 
rence Mr. Cornell declared: sz — 
~ “Business conditions continue to - 
improve and it looks as if advertis- 3 
on ing is going to have one of its best é j 
years. 
Bm Pointing out that advertising is : 4 
"USCOD a sensitive index of business optim- i 
>eding ism, the new Four A’s board chair- s ‘ 


been man expressed the belief that the s oe 
c Steel volume of advertising will continue =f , 
ict de to accompany the upward curve of n a n re 
ll con- - : . 


business, “and even surpass it.” 
‘i “IT should not be surprised,” he 
said, “if, before the end of the year, 


ing the growing trend toward institu- on the Blue ( irass 
y and tional advertising were definitely ac- Y | ( 


| 22 al celerated. More and more, business 
a men are recognizing the necessity 
Page for explaining their organizations 
ife In- and their platforms to the consum- 


sap The Courier-Journal is favorite 


=— Must Meet Attacks 


—| “This seems to be only natural,” at the breakfast tables 


added. “The state of economic 
sis from which we are emerging 


and the economic adjustments s Delivered State-wide at dawn by an army of 


which are not yet completed have 


brought forth many attacks, both on carriers, before 12 o’clock each trading day The 
business and on advertising, that Courier-Journal moves millions of dollars worth 


iT i ern. WO El ae nationally advertised products into the hands 
‘Both business and advertising of consumers. And in the Louisville trading 

he ae ee per! area it does giant selling jobs, daily. So, why 

laps e Ss 3 sC Te ¢ swer ( ee 

them is in the interpretation of scatter your advertising dollars to sell Kentucky? 

nethods and motives with which the 

public is not familiar.” 


Mr. Cornell said that in his opin- ' ' ' 
ion advertising men _ will devote oh ie ee a * n @ OUuISVI @ mes 
more and more time to “the study of , Bree -- aC ! 


the economic man,” and expressed 
the conviction that “the solution lies 
not in production but in distribu- 
tion.”’ 

“The future of advertising,” he 
concluded, “is simple. It is the fu- 
a of American business.” 


completes the coverage at sundown 


®Space buyers: Look at the annua} national and 
local linage figures of other Louisville and Ken- 
tucky newspapers (except The Courier-Journal). 
Compare them, singly, with The Louisville Times. 
Then you'll make this memo for future reference 
when buying space in Kentucky: ‘‘Al] the after- | 
noon coverage there is in Louisville for any client’s , 
advertising dollars.” | 


Pin print 4 
lhe power of any publication is con- 
ned in what it says and how it says it. 


Straight from the Shoulder” editing by 
n not afraid to tell the truth in print, 
made BAKERS’ HELPER the best 


read, most respected business paper for 
‘aikers. They know they can depend on 
s publication to fight hard for all that 


sood for the baking industry, making 
blows effective, but never hitting 
ow the belt. 


H 


‘ard Hitting copy in BAKERS’ HELPER 
‘ill do a hard hitting selling job to 
Nakers worthy of your selling efforts. 
=f sus shows 9,118 bakers do 92.8% of 4 


business in the industry. 


Send for a copy of “Baking Industry 
Facts and _— 


@ REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


Bate ep JOURNAL * LOUISVILLE TIMES 


_—__—— 330 South Wells Street. 
= Chicago 


© GIVE YOU COVERAGE WITHOUT COMPETITION FROM DAWN TO DUSK 
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More Vacation 


by Air Travel, 
Suggests U.A.L. 


May 14. 
newspapers, 


Using maga- 
and United Air 
Lines will launch an extensive cam- 


Chicago, 


Zines 


paign urging vacationists to travel 
by air, with the slogan “leave later, 
arrive earlier, spend more time there 


and get back quicker.” 

The entire summer campaign, ap 
proximately 100,000 lines, will be de 
voted to this story, starting in June 

It will announce overnight service 
Cleveland, De- 


burgh, Washington, 


troit and Chicago to Old Faithful 
Inn, Yellowstone Park, Rocky Moun- 


Canyon. 


Newspapers in all the cities United 
has depots will be used. Magazines 
|}will be Week, Esquire, 
| Forbes, Literary Digest, National 
News-Week and Time. 
| J. Walter Thompson is the agency. 


Business 
| (reographic, 


Gellatly Manages Sales 


| William B. Gellatly has been ap- 
| pointed sales manager of WOR, 
| Newark, N. J., effective May 11. Gene 


tain National Park, Yosemite, Rai- | 
nier and other Western scenic spots, 
as well as flights over the Grand 


i 


| 


| 
| 


| 


Thomas, who has been acting as sales | 


manager, is now assistant 


with Columbia Broadcasting System. 


sales | 
from New York, Philadelphia, Pitts-| manager, Mr. Gellatly was formerly | Kendall, 


“Forbes” Names Judges 


Forbes Magazine has named as 
judges in its Modernization Contest, 
Clarence Francis, president of Gen- 
eral Foods Corporation; Dr. E. R. 
Weidlein, director of Mellon Insti- 
tute; and B. C. Forbes. The contest, 
which closed May 1, was designed to 
stimulate purchasing activity in the 
durable goods industries. 


Ettling Recognized 

Henry C. Ettling has been elected 
vice-president of Automatic Oil Heat- 
ing Co., Springfield, Mass. He 
been sales manager for 12 years 

Selects Kendall 

Southwestern Sheep & Goat Raiser, 
San Angelo, Tex., has appointed J. A. 
Los Angeles, as Pacific 
Coast representative. 


has | 


| Ohio Cites Breweries 

Five breweries and distributors 
were cited May 5 by the Ohio State 
Liquor Control Board to show cause 
why their Ohio permits should not 
be revoked for alleged violation of 
a law prohibiting donation of beer 
signs to retailers. 


“News” 50 Years Old 

The 50th anniversary number of 
The Sporting News, St. Louis base- 
ball weekly, will be issued May 21. 
Charles C. Spink & Son, are the pub- 
lishers. 


WIP Sremetes Two 


Murray Arnold has been appointed 
director of public relations of WIP, 
Philadelphia, succeding James Allan, 
who has been made program di- 
| rector. 


4, 


Y 


in this ONE county. 


NEW YORK 


14.5 


are made in 


CHICAGO 


Solid black shows actual land area of Los Angeles County; 
shaded area shows comparative value of retail business done 


o, of the Retail Sales of 
© ALL Southern California 


Los Angeles County — 


The Southern California Market is 


made up of the 11 


on this map —a 


66,544 square miles — yet 74.5% 
of all the Retail Business of 
this vast area is done in ONE | 


COUNTY. 


In this comparatively concentrated 
sales field one daily newspaper 
| reigns supreme, both in Circulation | 
and in Volume of Advertising 


The Number 1 Daily Advertising Buy in Los Angeles 


LOS ANGELES EVENING 


HERALD’ £xpress 


REPRESENTED NATIONALLY BY 


PAUL BLOCK AND ASSOCIATES 


DETROIT Los ANGELES 


SAN FRANCISCO 


BOSTON 


CINCINNATI 


— | 


counties shown 


total area of 


PHILADELPHIA 


REFRIGERATOR 
MANUFACTURERS 
IN JOINT DRIVE 


Reduce Financing Costs on 
Large Sales 


New York, May 12.—A_ compre. 
hensive campaign for the modern. 
ization of existing apartment build 
ings of low rentals through the in. 
stallation of mechanical refrigeration 
was announced today by the Elec 
trical Association of New York 
sponsor of the program. The cam 
paign is a co-operative undertaking 
by leading refrigerator manufactur. 
ers and their distributors, the 
eral light and power companies of 
the area and the National City 
Bank. 

The plan provides for installation 
of mechanical refrigeration by 
apartment house owners on extend. 
ed terms so low that costs may be 
defrayed from operating income, 
rather than from capital. Payment 
periods extend up to five years and 
the cost of financing has been 
duced to a minimum by the joint 
efforts of the participating manu- 
facturers, distributors and light and 


Sev 


re- 


power companies to reduce the 
credit risk. As a result, financing 
charges, according to the associa- 


tion’s statement, are the lowest ever 


made available for this type of 
financing, falling below those _ pro- 
vided by the Federal Housing Ad 


ministration. Rates vary according 
to the amount and term involved. 


Leading Lines Included 


The distributors participating in 
the plan represent the following 
makes of refrigerators: Coldspot, 
Crosley, Frigidaire, General Elec- 
tric, Kelvinator, Leonard, Norge, 
Sparton, Stewart-Warner and West 
inghouse. As a condition to partici 
pate under the plan, it was required 
that the product carry a five-year 
warranty and conform to prescribed 
standards of performance. 

The credit on sales made 
the plan will be provided 
National City Bank of New York 
through its personal loan depart: 
ment by special arrangement through 
the Electrical Association of New 
York with the wholesale refrigerator 
distributors and with the light and 
power companies. The bank will 
handle the monthly payments as it 
has handled personal and FHA mod- 
ernization loans heretofore. 

While the plan at present applies 
only to properties installing five or 
more electric refrigerators, the as- 
sociation expects soon to provide 
a companion plan for use of retail- 
ers in the sale of electrical ap- 
pliances such as ranges, washers, 
ironers and water heaters. 

The association represents impor: 
tant factors in the electrical indus: 
try, including manufacturers, dis: 
tributors, wholesalers, contractors, 
dealers and others. It occupies the 
seventh floor in Grand Central Pal- 
ace, where at the moment it is con- 
ducting a mass display of the refrig- 
erators of leading manufacturers 
suitable for apartment use. 


under 
by the 


Garden in Contest 


Madison Square Garden Corpora 
tion, New York, is advertising a col 
test with $1,000 in prizes for ideas 
on how the Garden can be best used 
during the summer. The Garden is 
now being air conditioned. J. © 
Bull, Inc., is the agency. 


Ashby Leaves L. & T. 


Bruce Ashby has resigned from 
Lord & Thomas, New York, wher 


he was account executive and man- 
ager of merchandising. Previously 
he was with General Foods as cereal 
products sales and advertising mat 
ager. 


West with Agency 
B. Cecil West, commercial artist 
has been appointed art vt 


director © 
Advertising Associates, Chattanooga 
Tenn. 
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_ PREVUE 


ANNOUNCING 


a Newspaper Advertising 


of serious importance 
and warm invitation 
to motorists here! 


| esos 


( continuously 
in the Refining 
od Marketing 


cranium Yale Oil Corporation i 


Meee Mee MOO Medes Company Opereted wad Beate: breton 
(a eerene Wyoming cod tate 


Kincocd Pom Ponmsyivann Nonwe On Poraioam ond Aophehom Prodan 


INVITES CLOSE 
ATTENTION 0 
NEW CAMPAIGN 


Oil Company Uses Dailies for 
Unusual Prelude 


sillings, Mont., May 14. 
the reader to follow its new copy 
Yale Oil Corporation this 
ran 1,100-line copy in news- 
of several Western states to 
announce a forthcoming newspaper 
campaign and explain the underly- 
ng reasons. The company markets 
Litening gasoline, among other pe- 
troleum products. 

Talking to motorists in man-to- 
man fashion, the company explained 
that this preliminary announcement 
1 a sustained campaign was not to 
egrandize a commercial enterprise, 
nor to toss bouquets at ourselves on 
the simple strength of seeking your 

siness in public print,” but to em 
phasize the informative value of the 
ivertising. 

rhe announcement copy, setting a 
new pace in merchandising, attracted 
considerable attention from the 
lewspapers used, most of them re- 
printing it as a sales promotion 
letter to dealers. The campaign 
itself will appear in weekly adver 
tisements in the same list. 


- Inviting 


rT losely, 
week 


papers 


Analyzing the Copy 


“Our advertisements = are not 
always to be conventional,” the Yale 
Oil Corporation explained in _ its 
“aside” to readers. “Sometimes you 
will be attracted to them by features 
that do not at first seem to be di- 
rectly connected with petroleum or 
motoring. Perhaps a dash of humor 
may creep in. Again, you may be 
led behind the scenes to note serious 
sclentifie and laboratory reasons for 

tain excellences of product. 

Variety you will have—and inter- 
*st--and sincerity. Throughout, we 
Wish moderation, reliability of in- 
mation, and above all, a spirit of 

iality to prevail. And in each 
‘ppeal we hope there will flash some 
‘park of extra rememberability that 
‘lll bring Litening first to mind 

ever your dropping forge bids 
to turn in for gasoline.” 
advertisement closed with this 
Ye ask you to look for and to 
what we propose to say from 
to week—to be interested in 
is set forth—to be conscious 
we are earnestly inviting your 
m from what we think is the 
fitting basis for such an invita- 
By that we mean that it is 
nded first of all on our own sin- 
conviction that our company 
ts products, our wide network 
tail and dealer service, are en- 
to your good will and prefer- 
by merit.” 
rns-Hall 
iukee, 


Advertising Agency. 
handles the account. 


Leaves “Examiner” | 


Norma V. Young, director of home 
economics for the Los Angeles Ex- 
aminer for 11 years, has resigned. 
Mrs. Young who conducted the Ez- 
aminer cooking school, was known as 
Prudence Penny. 


Gaudetts to Betts 


H. R. Gaudetts has joined Betts 
and Betts Corporation, New York, as 


New England representative. He has 
been with Donnelly Electric and 
Neon Co., Boston. 


| 
| 
| 


Rogers Shifted 


Gordon Rogers has become Eastern 
advertising manager of Sports Afield, | 
New York. Formerly in the Chi-| 
cago office, he succeeds George W. 


Kaney Heads C. B. A. 


Sen Kaney, of National Broad- 
casting Company, has been elected 
president of the Chicago Broadcast- 
ers Association. Ralph Atlass, 
WBBM, was named vice-president, 
and Jeff King, Columbia Broadcast- 
ing System, secretary-treasurer. 


To “Hollywood Life” 

Al Michaelian, formerly with the 
classified department of the Los An- 
geles Examiner, has joined the ad- 
vertising staff of Hollywood Life, 
weekly paper. 


Connor to Radio Firm 

Harry Connor has joined Radio Ad- 
vertising Corporation, New York, as 
director of public relations. He was 


Frye Choice 
of Financial 
Advertisers 


Chicago, May 13. 
Financial Advertisers’ Association 
today elected Charles S. Frye, finan- 
cial advertising manager of the Chi- 
cago Journal of Commerce, president. 

J. Mills Easton, advertising di- 
rector, Northern Trust Co. was made 
vice-president and Helen G. Laycock, 


The Chicago 


advertising manager, Oak Park 
Trust & Savings Bank, secretary. 
E. A. Hintz, Kasper American State 


| Bank, was re-elected treasurer. 


Talbott, transferred to Minneapolis. | previously head of his own business.| Paul P. Pullen, Chicago Title & 


| 


Trust Co., retiring president, became 
director with Miss Ruth Gates, State 
Bank & Trust Co. of Evanston, re- 
tiring secretary, and Charles C 
Greene, Critchfield & Co. 

Holdover directors are Ruffus Jef- 
fris, Harris Trust & Savings Bank, 
and Chester L. Price, City National 
Bank & Trust Co. 


Gannett to Have 
Portland Station 


Federal Communications Commis- 
sion has granted application of Port- 
land, Me., Broadcasting Company for 
a new station effective June 16. 

The company is controlled’ by 
Gannett Publishing Co., publisher of 
The Press Herald, Evening Express, 
Sundau Telegram, Kennebec Journal 
and Waterville Sentinel. 


- 


MISSION DOLORES — FOUNDED 1776 


SAN FRANCISCO 


il Tp 
© % 
Cg f° 


years ago Mission Dolores was 

the market place of San Francisco. Those 
with wares to sell had to display them where buyers 
gathered .. . Today, San Francisco's market place is not a 
locality but a publication—the evening Call-Bulletin . . . 
Eighty-one years of producing an alert, aggressive newspaper 
has gained for The Call-Bulletin the greatest evening circula- 
tion in Northern California .. . To this largest audience it 
delivers more Display Advertising than any other San Fran- 
cisco daily newspaper. 


One hundred and sixty 


The Call-Bulletin is the modern market place, where adver- 
tisers meet more buyers, buyers meet more advertisers. 
Are your wares on display ? 


PAUL BLOCK and ASSOCIATES 


National Representatives 
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Now Dennison 
Starts Women 
to Making Hats 


Mass., May 
in Harper's 


14.-Fol- 
Bazaar 
rotogravure 


Framingham, 
lowing page 
with 200-line space in 
sections of Sunday 
Dennison Manufacturing 


a 


| to match every 


newspapers, | 
Company | 


ee 


Trim them as 


Danziger Heads 
San Francisco Slate 


Officers and directors nominated to | 
serve the San Francisco Advertising | 


Club are: for president, Nathan 
Danziger, Golden State Co.; vice- 
president, Wilmot P. Rogers, Cali- 


fornia Packing Corporation; secre- | 


‘Natural Gas Brings 


More Advertising 


Piping of natural gas from Cen- 
| tral Michigan fields has stimulated 
newspaper and radio advertising in 


Lansing. Consumers Power Co., Lans- 
ing natural gas distributor, is em- 


phasizing economy of natural gas in 


paved —_ — wise a oO both cooking and heating. 
ere aye | rs y verted a | The Board of Water and Electric 
— end podine os. B -othy Frank | Commissioners of Lansing has push- 
I +n bs i. ae, age th “a {ed “cheap electricity” for cooking, 
Cai  eiets oe I - 5 Enh y Her over WJIM, and Lansing Retail Coal 
eegrecks —~ ae, SS 7 . 4 | Dealers Association has emphasized 
sel, Oakland Tribune; Lloyd E. Wil- Or gaete : ng ere 

. : “dependability” of coal for heating 
son, Y. M. C. A.; John M. Kennedy, | purposes 
Kennedy-ten Bosch Co. vee 7 i, 
| Representati 
| Ralston Purina presentatives 


dress. 

you wish. Ask to see the clever 
little ‘twister’ that quickly trans 
|forms the crepe into strands for 
| crocheting, and get directions for 
making three hats, free!” 

Dennison’s own four stores and 
| many stationery and department 
|stores throughout the country are 
operating instruction tables for the 
benefit of women who doubt their 
ability to produce their own mil- | 
linery. They are also selling a large 
instruction book for ten cents; pat 
terns for 15 styles, 15 cents; and a 
waterproofing material for another 
dime. 

W. H. Leahy is advertising man- 
ager. G. Lynn Sumner Co., New 
York, handles the account 


has set the country’s women to} 
making “smart new hats for 15 cents 
each.” 

The campaign is part of an un 
ceasing effort to teach women how 
to make innumerable articles for 
home and personal use out of crepe 
paper. A year ago, it is recalled, | 


Dennison's advertising of paper 
artificial flowers started such a vogue 
that the can manufacturers got 
hind it with enthusiasm. 

The current effort 
sible through invention 
which turns the paper 
as related by the copy: 


be- 
is made pos- 

gadget 
strands, 


of a 
into 


The Complete Plan 


“Make your hats of Dennison’s 
crepe in fashion colors. The perfect 
material for the season's new hat 
styles—pliable as fine felt, smart as 
straw, durable as fabric—in specially 
created new millinery colors. One 
15-cent fold makes a hat—-have one 


for 


| Corporation, 


Introduces “Gunk”’ 
‘Gunk,” cleaning and 
fluid, has been announced by 
Somerville, Mass. The 
is a self emulsifying 
to clean auto 
It will be 
specialty and 
Frank T. Day, 
handle the account, 


new product 
solvent designed 
airplane motors. 
tributed through 
ber wholesalers. 

Boston, will 


job- 
Inc. 


Transfer Airtemp 
Airtemp, Ine., Chrysler Corpora 
tion unit for manufacture and mar- 
keting of air conditioning equipment, 
will be transferred from Detroit 
Dayton, O., in June. 


degreasing | 
Curran | 


and | 
dis- | 


| Ryan & Spooner, 
to | 
| phite and Pulp — Co. 


Advances Sugrue 
Western 
of | 
has | 
the 
= 


sales 


G. H. Sugrue, 
sales manager, 
Ralston Purina 
been made 


formerly 
cereal division, 
Co., St. Louis, 
manager of 
cereal division, succeeding J. 
Stephenson, Eastern division 
manager, resigned. The two sales} 
managerial offices have been merged. 
Herman Bowmar, general sales] 


sales 


manager of cereal division has been 
given the title of general manage! 
ot the division. 


Joins Miller-Ryan 


John W. Brooke 
promotion 


has joined the 
division of Miller. | 
Detroit paper house. | 
lormerly with Detroit Sul- | 


sales 


He 


Was 


| sentative 


in Radio Merger 


Aerial Publicizing, Inc., and Fryk- 
man-Allen, radio station representa- 
tives, have merged as Weston-Fryk- 
man & Allen. Frank J. Cooney has 
been named New York district sales 
manager, 


He was formerly with the Rodney 


300one Organization, the St. Louis 
Post-Dispatch, and J. P. McKinney 


& Son. 


Gannett to Palmer 


Gordon H. Gannett, formerly with 
Quality Group Magazines, has joined 
Palmer Advertising Service, Inc., a 
division of The United States Print- 
ing & Lithograph Co., as sales repre- 
for lithographed advertis- 
ing in the Chicago office. 


IN MEXICO . 


One more “hitch” 


and this Mexican carbonero 


in terms of action 


intelligent 


IF NOT 


And 


action. 


TODAY 


Watiana: 


demands engravings for a catalog or a booklet 


Promotional 
Lineage 19% 
Ahead of ’35 


Chicago, May 15. 
vertising 
totalled 
a slight 


Promotional ag. 
in the advertising 
283,612 lines during Apri] 
decrease from the 289,289 
lines carried in March, but substap. 
tially above the April, 1935, tota) 
of 238,504 lines, a tabulation release, 
here today shows. 

This is a decrease of less than tw; 


press 


per cent from the March figure, ang 
an increase of 18.9 per cent oye; 
last April. 

The lion’s share of this volum: 


was placed by newspapers, 
counted for 91,574 lines, 


which ae 
or about 


32.3 per cent of the total. Magazines 
were in second place, with 66,024 
lines, or 23.3 per cent of the tota] 
Business papers nosed out radio fo; 
third position during the month 
placing 20,734 lines, or 7.3 per cent 


of the total, as against radio’s 19,76 
lines. 
Division of Lineage 
Other classifications 
counted for 
ing 


which a 
substantial lineage du 
the month were signs and dis 
plays, 6062 lines; outdoor, 119% 
lines; paper, 10,332 lines; advertis 
ing production, 18,886 lines; agencies 
14,504 lines; farm papers, 15,260 
lines; miscellaneous, 19,278 lines. 
The publications upon which these 


figures are based include the fol 
lowing: 

Lines 
ADVERTISING AGE (W)........ 111,944 
Advertising & Selling (bw)... 39,914 
Preatere’ IRB CW) ois cscs 52,192 
Printers’ Ink Monthly ..... 14,056 
Sales Management (sm)..... 45,584 
MRE (RMN eS a ake Bae re ans Stach 19,92 


Promotes “Marvels” 


Stephano Bros., Philadephia, has 
started a small space newspape! 
campaign on Marvel ten cent cigar. 
ettes, in states without cigarett 
taxes. “A swell smoke for less 
money” is the theme. The Aitkin 
Kynett Co. is the agency. 


Weekley to Dallas 


Cholma F. Weekley has joined the 
advertising and publicity department 
ot Southwestern Bell Telephone Co 
Dallas, Tex. He was formerly wit! 
Ennis, Tex., Daily News. 


_ oe © 
LABELS -SEALS 


All kinds for packaging, decorations 
advertising. Address labels. Stnk 
ing, practical designs. Write for 
free samples and prices 


ST. LOUIS STICKER CO. 


1912 PINE STREET —~ ST. LOUIS MO 


AY SCHOOLS | 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 


MEN'S FASHIONS AND 
PHOTO - RETOUCHING 
Dept. L. V., 116 S. Mich. Blvd., Chicago 


CHARACTER 


American Lum- 
berman is a pub- 


(snapped on a road near Mexico City), may be eventually we find and affiliate ourselves with press form, and when there is no time for 


lication with a 
definite charac- 
ter. 


ready for his daily delivery of fuel—the donkey ‘4 
If he 


manana, tomorrow will do. 


such individuals and concerns. 


“doctoring” plates—much less “make overs’ — 


being willing, of course. But quien sabe? Advertising men whose standards demand the they call ‘Rogers. ... Equipped to produce 


can’t make it today 


Not 


highest type of photo engraving, and with whom with speed and intelligence, and with a sym- 
Readers know 
they can rely on 
and trust this 


paper. 


Americanfumberman 
431 So. Dearborn St. 
CHICAGO 


so in this man’s country! America’s time is always a precious factor, have found pathetic understanding of your needs, the 


progress and normal prosperity are built upon, 


“do it or get it done TODAY!” We like to do 


business with those who think and do things 


that the Rogers Engraving Company invariably Rogers Engraving Company, you will find, is a 


“comes through.”. . . If they are confronted with worthwhile organization to affiliate with. And 


the cost will be no more. 


ROGERS ENGRAVING CO. 


ADOLPH F. BUECHELE, President 
Telephone CALumet 4137 * CHICAGO, ILLINOIS 


an immediate closing date; if a last minute rush 


Master Craftsmen of Photo Engraving | 


2001 CALUMET AVENUE 
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11,944 
39,914 
52,192 
14,056 
45,584 
19,922 
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papers is shared by us with all of| J eques “Ex orter”’ Ch Gi wheel found on the Johnson Iron 

URBAN BUYERS the other sources of supply em- Sh P to Child arger tves Horse engine, with which ABC farm 
ployed by the farm buyer. Hence a ares o we ren ‘ce + 93 washers are powered. 

great many other people inevitably The late Edwin Christie John- 2 in 1 Value While the farm wife goes about 

profit from our advertising, just as ston, co-publisher oes 1907 of The | the week’s washing, the radio, car 

we do from theirs.” —" a og orp = raw a to Farm Washer or tractor battery may be _ con- 
. é sli ( ov, ° te ‘ *harve « 

Mr. Cunningham added that Sears, All stock in Johnston Export Pub- nected, and charged at the same 


HELPFUL ALSO 


Cunningham Speaks on Adver- 
tising Program 


Chicago, May 12.—Acceptance of 
telephone orders at ten mail-order 
distributing points has made it pos- 
sible for many city folk, including 
shut-ins and others unable to visit 
retail stores, to use the company’s 
catalog to advantage, G. W. Cun- 
ningham, general advertising man- 
of Sears, Roebuck & Co., told 
the radio audience on ADVERTISING 
Ace’s program of “Understanding 
Advertising” Saturday over Mutual 
Broadcasting System. 

However, the catalog is still in- 


agel 


tended chiefly for the convenience 
of the farmer, whose welfare, Mr. 
Cunningham said, is inextricably 


linked with that of the remainder of 
the country. 

“When the farmer is prosperous, 
the of us are prosperous,” he 
explained. “We have learned 
through our experience in the opera- 
tion of over 400 retail stores in large 
cities that industrial America de- 
pends in large part for its orders 
and activities on the farmer’s buy- 
ing 


rest 


Experts on Style 


Mr. Cunningham explained that 
the chief results of automobiles and 
good roads has been a quickening of 
the style sense of women on the 
farm, who are now as well informed 
is their city sisters. The company, 
therefore, has found it necessary to 
make its catalog represent the last 
word in style. 


“Over three months elapse be- 
tween the start of the first page 
of our semi-annual catalog and de- 


livery of the last book to the pros- 
pective customer,” he said. “But on 
style merchandise, less than one 
week is required from the delivery 
of the sample to us by the manufac- 
turer for photographs to the printed 
and bound catalog.” 

The company’s advertising has 
helped elevate farm standards, Mr. 
Cunningham explained, drawing this 
picture: 

“People use our catalog as a kind 
of wishing well, to which they go 
for ideas and inspiration. They find 
something they wish they had and 
gradually determine to get it. The 
demand thus created by our adver- 
tising in our catalog and in farm 


® Here are the reasons why adver- 
tisers—large and small—are enthu- 
Siastic about McCandlish posters 
‘nd McCandlish service. 


® Faithful Reproduction of the . 
artist's sketch. 


® Brilliance of McCandlish inks. 
@ Fine presswork. 
® Weather-resisting paper. 


® Deliveries made on time. 


Consult us on your next job. 


McCANDLISH 
b il 


Roebuck & Co. also use 850 news- 
papers in 325 communities, and 


spent $9,000,000 for newspaper space | 


in 1935, in addition to other forms 
of promotion. 


Wood Joins Magazine 


Richardson Wood will join Review 
of Reviews, New York, in an editorial 
capacity, beginning with the July is- 
sue. He has withdrawn from Cher- 
ington, Roper & Wood, New York re 
search service, which will be con- 
tinued as Cherington & Roper. 


lishing Company is 
his children 


divided among 
one-third each to E. C. 


Johnston, Jr., and Robert Johnston, | 


one-sixth 
and 


and 
Dodge 


to Mrs. Edith Louis 
Primrose Johnston. 


. . 
America Fore in ANA 
America Fore Insurance and In 

demnity Group, New York, has been 
elected to membership in Association 
of National Advertisers. Frank S. 


Ennis, manager of advertising and 
publicity, will represent the com- 
pany. 


Peoria, Ill, May 14.—A new ac- 
which enables the farmer to 
get double value from the 
of his washing machine, a battery 
'charger, has been introduced by 
| Altorfer Bros. Company, builder of 
ABC washers and ironers and ABC 
farm washers. 

The Iron Horse battery charger is 
a small generator which can be 
quickly and easily installed on any 
| ABC farm washer. It is connected 
iby belt to the extra-convenience 


cessory 


engine | 


time. 

The Iron Horse motor has reserve 
power to run a fully loaded washer 
and the battery charger simultane- 
ously. Both can be run for four 
hours or more, under load, on one 
quart of gasoline, the company 
claims. 


Turk Appoints Agency 

Raymond Turk & Co., New York, 
have appointed Austin & Rossiter 
Co., New York, to handle a summer 
campaign on a twin set polo shirt. 


FISH IN PEACE > 


| ee for customers the same as you would for fish! 


Use the ONE MAGAZINE 
That Reaches the FOOD BUYER in a Million of the 
Richest Farm Homes 


You 


don’t stick around the pools that have been ‘“‘fished to 
death” for years—where you have to brush other 


anglers out of your hair. 


The FARMER’S WIFE Magazine, in the women’s field, 
fishes the one pool that hasn’t been “fished out’”’—the rural 


women’s market. 


A score of women’s magazines strive for 


coverage and duplicate themselves again and again in the 


city women’s market. 


But The FARMER’S WIFE is the 


only women’s magazine which serves the rural women who 
right now are spending the family food and household money, 
in the American homes with the fastest growing incomes. 

City women’s magazines have only a small part of their 
circulation on farms and R. F. D. routes and their magazines 
are edited accordingly. Their editorial influence with the 
rural woman reflects that fact. 


But The FARMER’S WIFE Magazine, alone, is written 


the TARMER'S WIFE 


NEW YORK 
405 Lexington Avenue 


307 N. Michigan Avenue 


Magazine 


CHICAGO 


ST. PAUL 
55 East Tenth Street 


especially for rural women from cover to cover. 


No wonder, 


therefore, that it holds a solidly-growing select circulation of 
over 1,050,000 farm women in the 1,289 richest farm counties 
in America. It is written to reach, to help and to se// the wom- 
en who right now are your best prospects for volume increase. 


Call the nearest 
FARMER’S WIFE 
Magazine represen- 
tative and have him 
bring up his book of 
facts about what 
rural women are 
buying—the 
“Rich County 
Food, House- 
hold and Drug 
Markets.” 


SAN FRANCISCO 
155 Montgomery Street 
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Branch for Getchell | Dedekind’s New Field MR. KIBBEE GETS A LIFE MEMBERSHIP 
L. O. Holmberg Advertising, Chi- R. W. Dedekind, formerly space a7 ; : 
cago, has become the Chicago office| buyer for Donovan Armstrong 
of J. Stirling Getchell, Inc., New] Agency, has joined M. S. Lewin, 
York. L. O. Holmberg will be in| Philadelphia, publishers’ representa- 
charge - 
Ecel-Air to Muller | Petalskin to Phillips 
Excel-Air Corporation, New York,| Petalskin Toiletries, New York, a " 
has appointed J. P. Muller & Co. for| has appointed Edwin M. Phillips & 
a campaign in newspapers, maga-|Co., New York, to direct advertising. —_—— 


zines and radio. Jesse E. Wilkes is account executive. 


What These 290 O00 
MEN HAVE BOUGHT.. 


Will Give You an Idea of 
WHAT YOU CAN SELL THEM! 


@ 172,000 automobiles—regularly 
replaced! Over 100,000 owned homes 
—for which new equipment is bought 
daily! Over 177,000 home workshops, 
representing an average investment 
of $35 for tools and equipment! These 
are some of the possessions of the 
250,000 men (guaranteed A. B. C.) 
which Modern Mechanix, Hobbies and 
Inventions reaches each month! e 
Folks with ample possessions are the 
ones most likely to be consistent buy- 
ers. But this Modern Mechanix, Hob- 
bies and Inventions audience has 
other ‘‘better-buying”’ characteristics. 
The circulation is 99% masculine. It 
is scattered throughout every walk of 
life, and from coast to coast. It is 
selected from the best type of men— 
the men who can afford hobbies; who 
are interested in science and mechan- 
ical subjects; who have energy and 
ambition enough to create things with 
their hands—independently! The age- 
average is 29 years—old enough to 
have money; young enough to have 
enthusiasm! e And Modern Mechanix, 
Hobbies and Inventions sells them 
easily—surely—at low cost. 69°%, of 
its sale is at newsstands. Its rate is the 
lowest in the mechanical field—$1.30 
per page, per thousand. Investigate! 


1 


000 H 


EQUIPMENT FOR 177,000 
HOME WORK SHOPS 


1501 Broadway A Fe Simpson-Reilly 
Paramount Bidg. 536 S. Hill Street 
Los Angeles 
e 
wig NECHAN : 


Avenue, Chicago 
.-_ HOBBIES AND INVENTIONS 


Fawcett Buildi 
pom boy sng MODERN MECHANIX PUBLISHING COMPANY 


Simpson-Reilly 
1014 Russ Bidg. 
San Francisco 


The Lexington has become the advertising 
man’s favorite hotel because it's located con- 
veniently to most agency and publication 
offices. And they like its thrifty comfort... 
rooms from $3 a day. 


HOTEL LEXINGTON 


48TH ST. AND LEXINGTON AVENUE - NEW YORK 
Charles E. Rochester, Manager 


National Hote! 
Management 
Co., Inc 
Rolph Hitz, Pres 


| 
| 


Chicago, May 14.—Chicago house- 

friendly toward food 
chains, the marketing department of 
De Paul University’s college of com- 
following a study of 
purchasing habits of 10,314 families. 

That sixty-four per cent of the 
families interviewed purchase 50 
per cent and more of their groceries 
from chains is shown by the report, 
prepared by L. M. McDermott, pro 
fessor of marketing. Sixty inter- 
viewers covered various parts of the 
city from January to March. 

Of 10,314 families interviewed, 19.3 


wives are 


merce reports 


buy all (defined as 95 to 100 per 
cent) of their groceries at chain 
stores; 20.6 per cent, nearly all, or 


54 to 94 per cent; 13 per cent, about 
three-quarters, or 65 to 84 per cent; 
19 per cent, one-half, or 40 to 64 per 


cent; 19.5 per cent, one-third, or 20 
to 39 per cent; 6.9 per cent, little 
or 5 to 19 per cent; and 1.2 per 


cent, none, or less than 5 per cent. 
Other Stores Used 


One the 


families 


question pertained to 
type of store from which 
buy groceries if they do not buy 
“all” or “nearly all” from chains. 
On this point, 6,118 families, or 59.3 
per cent, stated that they buy gro- 
ceries from independent stores, and 
2,277 families, or 22.7 per cent, from 
department stores. A total of 1,919 
tamilies, or 18 per cent, did not re- 
ply to this query. 

Housewives buy groceries from 
chain stores because of price, near- 
ress, quality, brands, cleanliness, 
and “friends,” in that order, it was 
discovered. 

On the other side, housewives told 
with equal earnestness why they 
dislike chain stores and do not buy 
all their groceries from those out- 
lets. The leading reason is that 
they have to carry their purchases 
home. 

Other reasons, as listed in the re- 
port, are “have to pay cash, do not 
like the system, quality bad, not 
much variety, attitude of clerks, 
prices higher, not clean and attrac- 
tive, do not take interest in local 
activities, vegetables old, have to 
wait, do not pay clerks living wage, 
money goes to Wall Street, stores 
too small, always the same,” in that 
order. 

Importance of Delivery 


Delivery service led the reasons 
why housewives buy groceries from 
department and unit or independent 
stores. In order of importance, 
other are listed as “good 
quality, credit granted, nearness to 
home, friends and clerks, prices and 


reasons 


sales, prompt. service, brand of 
goods sold, no high pressure sales- 
manship, and pleasant surround. 
ings.” 

Some of the objections raised 
against buying groceries at depart- 
ment stores are the following: not 
easily accessible; have to carry 


packages on crowded street cars, no 
parking places near stores, unfriend- 
ly clerks, difficuty of returning goods, 
use of credit not and few 
available. 

“It seems from comments of house- 


easy, 


specials 


wives,’ the report concludes, “that 
there is very little feeling against 
chain stores in Chicago. Probably 
this is due to the fact that The 
National Tea Company, with its 
1,225 stores, most of which are in 
and near Chicago, is almost entirely 
locally owned and operated. An- 
other factor is that many inde- 


pendent stores are owned and oper- 
ated by foreigners, or people who do 
not speak English well. It is esti- 
mated that 75 per cent of the inde- 
pendent or unit stores in Chicago 
are of this type of ownership.” 


F isd Quane 


George H. Field and Associates 
have opened offices at 152 W. 42nd 
St.. New York, to represent radio 


stations. 


Guy Kibbee, the movie star, was recently presented with a life membership in the 

San Francisco Advertising Club. Left to right, Dr. A. H. Giannini, Bank of 

America, guest speaker at the presentation; Harold R. Deal, Associated Oil Co., 

club president; Mrs. Kibbee, former assistant secretary of the club; and the 
comedian. 
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Four Papers Shift 


Inland Advances 


Representatives Block and Roeth 
Four newspapers have appointed Inland Steel Co., Chicago, has ap 
5 : fie Ge ae PI : pointed Joseph L. Block executive 
new national representatives as fol-|~. ae RM : i > sales 
haseen : vice-president in charge of sales. He 
Sterling Cole kdvecete, Asthar has been with the concern since 1922 
7 —_— . 7 Ete a ae Albert C. Roeth, with Inland sine: 
H. Hagg & Associates, Inc,; St.] 4, . - eg 
‘ lah oe che ae 1911, has been made vice-president 
Charles, Mo., Cosmos-Monitor, Fred- and menerel manener of cakes 
erick A. Kimball Co., Inc.; Grand 5 a alia 


Fork, N. D., Herald, Tenney, Wood- 
ward & Co., Inec.; Frederick, Okla., 
Leader, Frost, Landis & Kohn. 


Marshall to Institute 


John M. Marshall has _ joined 
American Institute of Laundering, 
New York, to take charge of promo- 
tion on the Merchandise Approval 
plan. He was previously sales pro- 
motion manager of Van Heusen prod- 
ucts for Phillips-Jones Corporation. 


Heads Dictaphone 


James L. MelIntosh, — secretary 
treasurer of Dictaphone Corporation 
Bridgeport, Conn., has been named 
president of both Dictaphone and its 
subsidiary, Dictaphone Sales Cor. 
poration. He succeeds Leon C. Sto 
well, who has been elected vice-presi 
dent and director of Underwood- 
Elliott-Fisher Co. 


Houston Heads Weekly 


Herbert S. Houston, president of 
Associated Advertising Clubs of the 
world in 1916-17, has been chosen 
publisher and general manager ol 
The Villager, New York, new weekly 
devoted to interests of Greenwich 
Village. 


Gets Riggs Account 
George T. Metcalf, Providence, 
R. I., has been retained by Riggs & 
Lombard, Inc., Lowell, Mass., maker 
of wet finishing machinery. Teztile 
World, American Wool é& Cotton Re- 
porter and direct mail will be used. 


POINTING TO GREATER SALES 


Prime movers of merchandise, WENR and WMAQ 
have pointed the way to greater sales to many 
an advertiser in America’s second market. Either 
station reaches, attracts and influences a major por- 
tion of the tremendous purchasing power in this 
rich territory. Let us point out to you how they do it. 


WENR WMAQ 


50,000 WATTS 50,000 WATTS 
NBC Blue Network NBC Red Network 


CHICAGO 
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NEXT MOVE IN 
TREASURE HUNT 
JP TO COURTS 


New York, May 14.—The next act 
e legal drama staged by the 
National Conference on Legalizing 
Lotteries and similar reform organ- 


ns and the Post Office Depart- 
will open May 18 in the U. S. 
Circuit Court of Appeals. 
The proprietors of the “contests 
of skill” are confident that the Court 
rule against the fraud order 
issued by the Post Office Department 
and that they will be able once more 
to place display advertisements in- 
viting the participation of the pub- 
lic If they win, they will be able 
to feature the equivalent of a court 


endorsement in copy. 
Meanwhile, temporary 
been granted which enable all 
of the contest 
status quo. They may re- 
mail, and are going ahead with 
plans to terminate the contests and 
prizes on the announced dates. 


Post Office Acts 


have 
but one 
é njoy 


celve 


pay 


The rush for injunctions began 
when the Post Office 
charged that the National Conference 
on Legalizing Lotteries, Golden 
Stakes Advertising Corporation and 
the Association for Legalizing Ameri- 


can Lotteries were actually con 
ducting lotteries. The latter two 
were also accused of obtaining 


money under false pretenses. 

In support of its charges, the de- 
partment averred that the organiza- 
tions’ membership tickets look like 
Irish sweepstakes tickets and that 
the contests are nothing more than 
zuessing games. 

The organizations concerned main- 
tain that their contests differ in no 
essential from those regularly con- 
ducted by advertisers with the ap- 
proval of authorities. 


Magazine Names Gotham 


Sports Illustrated and The Ameri- 
an Golfer has appointed Gotham Ad- 
vertising Company, New York, as its 


agency. Donald Parker is account 
executive and Alvin E. Hewitt ad- 
vertising manager of the _ publica- 
tion, 

Golding to Gotham 


Golding Bros. Co., New York, has 
appointed Gotham Advertising Com- 


pany for a campaign on its “Neva- 
Wet” processed furniture and bed- 
ding fabries. Duncan D. Sutphen, 


Jr., is account executive. 


Complete Hotel 
Coverage at 
Minimum Cost 


* 
203 N. WABASH 
cHtcaéoO 


injunctions 


proprietors | 


Department 


| 


Agency for “Down-Deep” 


T & T Co. Peekskill, N. Y. maker 
of “Down Deep” waterless hand and 
face cleanser, has appointed Mackay- 
Spaulding Co. New York. A news- 
paper and radio test in New England 
will start shortly. 


Guild Sells Space 


The American Newspaper Guild is 
opening the columns of its official 
organ, The Guild Reporter, to ad- 
vertising. Clyde Beals is in charge of 
advertising. 


Brioschi to Kudner 
G. Ceribelli and Co. New York, 
makers of Briosdhi, an effervescent 


antacid, have named Arthur Kudner, | 
Inc. Radio will be used. Ladd Hay- | 
‘at 


stead is account executive. 


Inducements Taboo! 


As water seeks its own level, 


so the intelligent editorial pol- 
icy of Picture Play automati- 
cally attracts people of good 
taste. There are nocut-rate sub- 
scriptions, club offers, premi- 
ums or special deals. A select 
medium forselect merchandise 


“Post” Gets New 
Chrysler Series 


Promoting separate features of its 
entire line, Chrysler Corporation is 
starting a new series of color spreads 
in The Saturday Evening Post. 

The series was prepared by J. 
Stirling Getchell, Inc., and placed by 
Ruthrauff & Ryan. 


Polite Ils Officer 
Llewellyn-Seymour Co., Los An- 
geles, has elected H. A. P. Polite as 
vice-president and director. He will 
direct merchandising and marketing 
departments of the agency. 


To Bleed Fractions 
Pictorial Review is offering half- 
page advertisements which can bleed 

top, bottom, and one side. 


Tool Builders’ 
Association 


Medal Winner 


Washington, D. C., May 
medallion for outstanding 
ment by a trade association for the | 
past three years has been won by 
the National Machine Tool Builders’ 
Association, of which Herman H. 
Lind is general manager. 

The award was presented by Sec- 
retary of Commerce Daniel C. Roper 
at the semi-annual meeting of the 
American Trade Association Execu- 
tives in Washington. It was based 
on united effort of the machine tool 


13.—A 
achieve- | 


organization and its members in 


| combatting business depression with 


a series of activities climaxed by a 
successful trade show. 

The award is made triennially, the 
donor being Mrs. Margaret Hayden 


Rorke, managing director of the 
Textile Color Card Association of 
the United States. 


Rydholm Shifted 


Charles O. Rydholm, assistant gen- 
eral manager and dry goods mer- 
chandise manager of Butler Brothers, 
St. Louis, has been appointed mana- 
ger in San Francisco, succeeding 
Herbert C. Follett, resigned. 


Gets WDSU 
Station WDSU, New Orleans, has 
appointed Sleininger, Inc., Chicago, 
as advertising representative. 


AEE ned 
te in 


“Good grief, Algy! What will the Board of Directors say.” 


BUT Algernon reads blissfully on. 


THERE are those who believe that Picture Play is read only by smart 
women. Which is as true as the fact that smart men do not attend 
the movies. (And you should see our file of letters from men!) 


THERE is much in Picture Play to attract men of breeding and good 
taste. It’s a refreshing relief after a busy day. They like the urbane, 


yet piquant way movie news is presented and they appreciate the 


O 


THE ADULT MOVIE MAG 
A STREET & SMITH PUBLICATION .- 79 SEVENTH AVENUE, NEW YORK CITY 


adult editorial policy which spares them tawdriness. 


PICTURE PLAY is the courtly magazine of the screen world. It is read 
and believed by hand-picked, intelligent people—the kind of circu- 
lation that cannot be bought by the truck load. It is where quality 
merchandise should be advertised. 


Circulation more than 99% newsstand, voluntary! ... A.B.C. 
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A.B.P. Papers 
Veer Toward 
Commissions 


New York, May 14.—A _ definite 
tendency toward payment of agency 
commission by business papers is 
revealed by the 1935 analysis of As- 
sociated Business Papers, Inc. Of 
50,475 pages of advertising placed 
by agencies with A. B. P. members 
in 1935, 28,502, or 56.4 per cent, was 
commissionable. The corresponding 
figure for 1934 was 49.6 per cent, 
and for 1933, 46.5 per cent. 

Total pages of business carried by 
A. B. P. publications in 1935 num- 
bered 88,667, of which 56.9 per cent 
was placed by agencies. The ratio 
in 1934 was 53.4 per cent and in 


Right Hand Man 
@ The president of a corporation whose 
business has increased to such an ex- 
tent that he now needs a right hand 
man, has his problem solved in this 
advertisement. The writer, age 34, sin- 
gle, good health and appearance, 12 
years in sales and advertising (sound 
knowledge in all departments, including 
production, auditing, adjustments, corre- 
spondence, traffic, stock records, etc.). 
Free to travel. A fine investment at 
$5,000.00 per year. For a good talk 
address Box 670, Advertising Age, 
Chicago, 


Advertising agency heads and pub- 
lishers who have a client that can use 
man above will be doing the advertiser 
a favor by showing the above adver- 
tisement. 


ADVANCE ADDRESSING 
and MAILING COMPANY 


AUTOMATIC 
MACHINE ADDRESSING 
FROM ALUMINUM PLATES 


Permanent Mailing Lists 


Our Specialty 


536 So. Clark St. Webster 3569 
CHICAGO 


IMPORTANCE OF 


120 


PAGES SP 


TOTAL AGENCY 


AGENCIES TO BUSINESS PRESS 
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1933, 48.6 per cent. The 1935 per- 
centage surpasses the figure of 1929, 
when agencies accounted for 55.4 per 
cent of all business placed 
A. B. P. members. 

Volume of A. B. P. 
1935 is estimated at $14,413,717, 
compared with $12,000,000 in 1934, 
and the depression figure of $10,820,- 
000 in 1933. The 1929 peak was 
$28,200,000. 


Shoemakers Active 


The Certified Master Shoe Re- 
builders’ Union of New England 
has signed contracts for programs 


on stations WBZ, Boston, and WBZA, 
Springfield, Mass. Newspapers will 
also be used. 


Askern with Oil Firm 
Bert E. Askern has joined Haymon 
Krupp Oil Co., New York, as director 
of advertising and publicity. He was 
formerly with Columbia Machinery 
Co. 


trade. 
covering 925/1000 of the 


sage in 


@ 


A CHILTON 


CONCENTRATION 


Cecil Rhodes concentrated on the one idea of dominating 
Africa and getting the rich Kimberley Mines for Great Britain. 
If you would dominate—like Rhodes—get the concentrated 
buying power of the industry that supports your business. 
advertise consistently in Jewelers’ Circular-Keystone. 


This magazine dominates the reader interest of the jewelry 
Its circulation gives you a “Sterling Fine” dominion 
jewelry 
power. Jewelers’ Circular-Keystone offers the only A. B. C. 
paid circulation in the jewelry field. 


In conquering a land dominion or creating a sales dominion 
the secret is concentration plus consistency. In your case 
it's consistent advertising and concentration of your mes- 


JEWELERS’ 
KEYSTONE 


239 West 39th Street 
New York, New York 


ae 


industry's purchasing 


CIRCULAR 


CATION 


with 


members in 


Berger Heads 
Sales of New 


Crosley Lines 


Cincinnati, O., May 11.—Appoint- 
ment of Thomas W. Berger as gen- 
eral sales manager of The Crosley 
Radio Corporation and introduction 
of revolutionary new receivers held 
the center of the stage as the an- 
nual distributors’ meeting was held 
over the week-end. 

Mr. Berger has been president of 
the Prima Manufacturing Co., Sid- 
ney, O., and was for seven years 
manager of the appliance division, 
Philadelphia Electric Company. He 
has also served as a distributor. 

The phantom conductor will rep- 
resent one of the Crosley bids for 
radio business this year. Introduced 
some time ago, it has been refined 


until it now embodies a full size 
radio tube instead of two small 
bulbs. 
Use of Device 
The phantom conductor, it is as- 


serted, not only restores the volume 
and expression range of music that 


in the case of crescendos and for- 
tissimos must be monitored out or 
suppressed, but it amplifies the ex: 


pression to the fullness intended by 
the composer. 

The mystic hand will also be fea- 
tured in advertising. Instead of 
merely indicating the correct place 
on the dial for any program, the 
mystic hand automatically picks it 
out. 

Powel Crosley, Jr., president, told 
the distributors that 43 per cent of 
the 25,550 radios in this country are 
five years old or more, and that 
many of them are obsolete. 


“Tootsie Rolls” in 
Slogan Contest 


The Sweets Company of America, 
Inc., New York, has 


begun an ex- 
tensive newspaper campaign to 
promote Tootsie Rolls. Copy has 


been placed in The American Weekly 
and Saturday and Sunday comic sec- 
tions. 

The campaign will feature a con- 
test offering 238 prizes for a slogan 
best describing the 40-year-old candy. 
Austin & Rossiter Co., New York, is 
the agency. 


Gets Zema-Go Account 

Advertising Associates, Chatta- 
nooga, Tenn., has been appointed by 
Zema-Go Distributors, Chattanooga, 


manufacturers of an athlete’s foot 
remedy. Newspapers, farm papers 
and magazines will be used in the 


fall. John D. 
executive. 


Gets Tudor Plate 


Stanard is account 


Oneida, Ltd. has appointed Batten, 
Barton, Durstine & Osborn, Inc. Buf- 
falo, for Tudor Plate, completing a 
policy of placing the advertising of 
individual brands of silverware with 
separate agencies. 
with 


Community Plate 
remains Geyer, Cornell @& 


Newell. 


Cork Tips Liked 
But Not Enough 


Birmingham, Ala., May 14.— 
Men don’t care for cork tips, 
but women would prefer them 
on their favorite brands, ac- 
cording to a survey conducted 
among 250 cigarette smokers 
here. While the women like 
cork tips, they indicated they 
would not change brands on 
this account alone. 

About 40 per cent of those 
interviewed smoke Camels. 
Ten per cent change from one 
brand to the other. About 10 
per cent “roll their own.” 


General Mills 
on Air June I 


with Full Hour 


Minneapolis, Minn., May 14.—A 
full hour’s program, representing 
perhaps the most exhaustive test 
ever made of the possibilities of 
daytime summer broadcasting, will 
be inaugurated by General Mills, 
Inc., over Columbia Broadcasting 


System June 1, from 10 to 11 A. M., 


EDST. The program will be re- 
broadcast to the West Coast from 
1 to 2 P. M., EDST. The contract 


is for 52 weeks. 
Most of the entertainment on the 
“Gold Medal Hour” will consist of 


a 
acts which have already won fp} 
lowings, such as “Betty and Bob’ 
who exemplify the domestic pro} 
lems and joys of a young, averag, 
American couple; “Broadway (ip. 
derella,” a musical drama; a prob 
lem discussion under the guise go 
“Worry Clinic’; one of the severg) 
versions of “Betty Crocker,” the 
“name” owned by General Mills 
and “Hymns of All Churches,” a we} 
known male choir. 


An executive of General Mil}: 
took the viewpoint that the com 
pany’s experience on radio makes 


results as easy to calculate as those 
of any other medium. He denieg 
that General Mills, Inc., has qj 
verted any part of its appropriatiop 
to radio, reporting that in spite of 
its extensive use of radio, expendi 
tures in magazines, for instance, are 
on the increase, because of the ne 
cessity for promoting  Bisquick 
Wheaties and other products bom 
during the depression. 

Blackett-Sample-Hummert, Inc., {; 
the agency. 


Y. & R. for Ice Cream Mix 


General Foods Corporation has 
named Young & Rubicam, New York 
for Jell-O Ice Cream Mix, which has qa] 
ready been introduced in metropolj 
tan New York and New England jp 
newspapers and radio. 


Tailor Names Agency 


Henry A. Ritchie, New York cus. 
tom tailor, has appointed Hallings 
& Thomas, newly formed agency, for 
a campaign in newspapers. 


—=x 


=x 


3 LUP THEM! 


— with Streamline Boards in the daytime 
mo 7 $ plus new type animation at night 


Ned 
Re 


Painted Bulletins 


We are prepared to build and maintain for 
you, attention-compelling highway and rail- 
road outdoor boards, within a 50 mile radius 
of New York City. © New type animation, 
with no moving parts, adapted to all high- 
way and railroad boards will make a “spec- 
tacular” at only a slight increase in cost. ® 
Let us demonstrate your copy on our animated 
model streamline board. Phone Plaza 3-0260. 


UNIVERSAL ADVERTISING CORP. 


444 Madison Avenue 
New York 


3-sheet posters 


Publicity — Public Relations 


A Complete Service Covering the Country 


TOM FIZDALE 


32 W. Randolph St., Chicago 


¢¢2¢¢ Central 7571 
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DISPLAY SURVEY 
SHOWS ENORMOUS 
FELD, LNA. TOLD 


(Continued from Page 1) 
things which we 

already confirmed in our own 
minds, and which we have substan- 
tiated factually. 

‘Window display is a definite traf- 
fic and trade mechanism. It is an ad- 
yertising medium which carries the 
message of trade to moving buying 
power. That moving buying power 
is primarily the flow of buying power 
involved in the immediately adjacent 
or nearby sidewalk traffic.” 

One thing certain to appear from 
the study, Dr. McClintock said, is 


number of basic 


Solon’s Address Broadcast | 


Long. 


Art Display Opens 


The fifteenth annual Exhibition of 


York, opens 
May 18, at 
Galleries, 350 


Lakeside Press 


Louisiana citizens heard Governor 


System composed of 


The new 


seven 


chain | 


PROPRIETARY 


Advertising Art, selected by the Art | 
Directors Club of New 
for two weeks Monday, 
the 
E. 22nd Street, Chicago. R. R. Don 
nelley & Sons Co. is presenting the 
exhibit in cooperation with the Art 
Directors Club of Chicago. 


of what the preparation is good for.| ©. 5S. 
Testimonials, he 
Richard W. Leche’s inaugural ad-| relieve the manufacturer of respon-| Elkhart, Ind., led a 
dress over the new Southern Broad- | 
casting 
Louisiana stations. 
is an outgrowth of the hook-up origi- | 
nated for the late Senator Huey P. | sults 

| Cullen 


sibility. 
|testimonials assume full responsibil-| has been operating on the consign- 
ity for statements that the same re- |ment method to wholesalers for sev- 


most people cannot give authorita- | 
tive testimonials, since they are not 
}informed on conditions surrounding 
the complaint, nor the circum- 
|; stances of the cure. 


Discuss Consignment Sales 


| He declared that the truth about 
| proprietaries can have sales value, 
and meet stiff competition, 


even 
when modified where necessary to 
meet Federal Trade Commission and 
| other regulations. 

Beardsley, general sales 
manager of Miles Laboratories, Inc., 
discussion on 
His company 


(Continued from Page 2) 


pointed out, do not 


“Manufacturers printing | consignment selling. 


can be had by others,” Dr.| eral years, he reported, with consid- 


said. He commented that!erable success in stabilizing retail 


prices, and maintaining dealer good 
will. 

Frank <A. Blair re-elected 
president of the Association for the 
24th time at the afternoon 
today. 


was 


session 


Examiner Expands 
The promotion department of 
Angeles Hwvaminer has been ex- 
panded with addition of Charles 
Knight, layout and art, and John T 
Watts, copy, S. P. Bartlett, advertis- 
ing director, announced 


Cullen Named 


The Wilmington, O., News -Jour- 
nal, joining the Ohio Select List, will 


the 


Los 


be represented nationally by John 
W. Cullen Co., effective June i, 
W. J. Galvin, publisher, announced. 


“that whatever we do is going to 
show a quantity and quality of cir- 
culation, a visibility value and a to- 
tal available circulation which is 
certainly going to be far beyond the 
expectations of the average adver- 
tiser at the present time.” 

Dr. McClintock pointed out that 
initial plans for window display re- 
search are being tested in special 
markets. The first test city was Al- 
lentown, Pa., following which the 
work has been practically completed 
in four other major Eastern markets. 

After these studies have been com- 
pleted, a meeting of the joint com- 
mittee will be held to discuss prin- 
ciples and practices, and to further 
define operations before the study is 
applied to additional cities. 


Shows Base Map 


Dr. 
base 


McClin- 
map of 


Among charts which 
tock displayed was a 
Allentown, the actual counting sta- 
tions taken there and the actual 
counts shown by key numbers. 

‘It would be from this 
chart alone for anyone interested in 


possible 


window display in Allentown,” he 
said, “to determine upon any 1loca- 
tion On any business street in the 


community the exact amount of cir- 
lation available.” 

It is planned to produce as a re- 
sult of this study some sort of pub- 


lication, Dr. MeClintock said. 
In the first part of this publica- 
tion there will be set forth as com- |} 


plete an analysis of the whole window 
display mechanism as had been used 
in the past and as now used and as 
may be 
ble; in other 


may 


words something that 
make it possible for the buyer 
of advertising service to get a com- 
plete and intelligent picture of what 
medium does for other people 
and what its capacity is to do things 
for him.” 


this 


Will Develop Formula 


In another section, he said, “we in- 


tend to develop a simple formula 
whereby through a simple knowledge 
of a retail trade outlet and a very 
few factors any salesman or any Na- 
tional advertiser can report to his 


central office the quality of the cir- | 


culation available in that particular 
outlet.” 

The window 
Started out 


display 
with a budget estimate 
of $47,000 to do the study on a na- 
onal basis, of which $40,656 has 
been collected. Of that amount, the 
lithographic industry has contrib- 
uted somewhat more than half, $21,- 
iO] 
srokers contributed $2,945; mount- 
ers and finishers, $1,945; installation 
Services, $5,600; manufacturers of 
$1,000; chipboard man- 
irers, $400; paper manufactur- 
*'s, $2,100; Lithographic Technical 
F $250. 
mvention news on Page 8) 


ac essories, 
iMact 


ul lation, 


Announce Prize Contest 
* cash prize contest for expres- 
. opinion on American rail- 
rihtt Ss to be staged by Railroad 
= magazine published by The 
~ elk A. Munsey Co. New York. 
lop prize is $50. 


Seelig Changes 


Seelig, formerly with the 


Potts-Turnbull Advertising Co., Kan- 
4S City, has been appointed copy 
the Shaffer-Brennan Adver- 

Co., St. bowls. 


used in the future, as possi- | 


research 


A First 
THAT WILL MAKE 
PUBLIS 


AMERICAN ARCHITECT 
has purchased ARCHITECTURE 
and the combination of these 
two journals will begin with 
the June issue. 

It brings a new and power- 
ful factor into the field of 
architectural selling and will 
make necessary sweeping re- 
valuations of all former com- 
parisons and yardsticks of cir- 
culation coverage, advertising 
volume, editorial influence. 

Valuable as every issue of 
the consolidated journal will 
be, this first one in June will 
be outstanding because (1) it 
will be the second of five im- 
portant Better House issues 
and will feature a comprehen- 


Cdition 


HING HIST 


publication. 


tectural publication 
Forms close May 


AMERICAN ARCHITECT 
ann ARCHITECTURE 


NEW YORK - CHICAGO - PHILADELPHIA - ATLANTA - SAN FRANCISCO 


sive treatment of the Frame 
House with a Reference Arti- 
cle on plumbing systems; (2) 
it will possess unique 1mport- 
ance because of the keen 1n- 
terest every architect will have 
in examining the first num- 
ber of this new professional 


Advertisers therefore have 
an unusually effective means 
of placing sales messages of 
products and equipment 
before a group who will read 
the June issue of AMERICAN 
ARCHITECT and ARCHITECTURE 
with closer attention than they 
have given any other archi- 
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jrule that “no advertising statement D d I 7 
PROPOSE LOW be accepted which lays claim to a otte inners 
policy or continuing practice of gen- | ° 
|erally underselling competitors.” to Entertain 
i . . ‘ 
| Questionnaires asked the  mer- e e ps 
chants to tell whether they feel un- | Agency Chiefs 
derselling claims should be banned; 
whether they believe such claims : ; 
tend to diminish public confidence in re ware, May 14.—Paul I. Ald 
|} advertising and are unfair to their rich, National Provisioner, Chicag 
property interests and whether they will be the principal speaker at 4 
‘ would welcome protective action by luncheon here May 18 given by the 
Suggest Media Set-up Rule j advertising media New York Dotted Line Club to hono; 
| “About four years ago,” the letter representatives of the first 12 agey 
on Copy | told merchants, “‘we practically elim- | ii ieia for this department are as follows: cies in point of advertising volum, 
|, . a 1e rates or S$ aepar on é s ‘Ss: are ; > >} ipati : { 
jinated general underselling claims “Help Wanted" and “Situations Wanted,” 30 cents a line, minimum rosie m ‘“ —- publications of the 
ifrom local advertising. To do this,| charges $1. Associatec 3usiness Papers, Ini 
. | ; ‘ e- , , i All other classifications (single insertion rates): % inch, $2.75; 1 to 3 in. | qupjng 1935 
Los Angeles, May 14.—Favorable| extensive and costly investigation | per in., $4.75; 4 to 6 in., per in., $4.50; 7 to 9 in., per in., $4.25; 10 to 12 in., Curing 190. 
replies to a questionnaire sent mer | was required. | per in., $4.00: 1% to 15 in., per in., $3.75. Write for discounts on term | A complete, verified report show 
chants in Los Angeles, Hollywood, | “In recent months, an increasing | °°*T®¢**- ing total space placed in A. B. p 
Pasadena and Santa Monica suggest-| number of advertisers have resorted | — airines : _ ~ | papers by all agencies will be issue 
ing a ban on “underselling claims”|to underselling claims—particularly | HELP WANTED POSITIONS WANTED next month. A preliminary report 
in newspaper and radio advertising |in the drug and food fields. We be-| SALES SUPERVISOR—a_ client of Young man, 22, wishes to enter ad- shows that the first 12 agencies, in 
r : fours manufacturing a well known | vertising. Have studied retail and ‘der. ar he f - : 
were reported today by the Better|lieve such claims are untrue; that jline sold thru the hardware trade | national advertising at Northwestern. | OF@er, are the following: 
Business Bureau of Los Angeles. all are unfair to the property inter- | seeks an ce ee se Ragg * pet Box 767, ADVERTISING AGE, Chicago | Batten, Barton, Durstine & (Os. 
ils man WI fork W 1 ror 2c ‘ . , 
The bureau, repeating an effort |}ests of other advertisers and that|to twenty salesmen and will be ex- | born, Ine.; G. M. Basford, Inc.; N. wy 
. ets . bs y , , + | 
‘ . = , oo * ee eee pene oa a = et os jdence | pected to contact important outlets | Young Woman—Advertising & Edi- Aver&S — . 1 ; 
made four years ago to eliminate such claims impair public confidence tonsett The line is well established | torial Magazine Makeup. Production, | A) r& —_ Inc. ; Buchen Company 
such claims, contemplates proposing |in advertising. | and nationally advertised. Write | Secretarial. ne! yrs. hte me a3 Fuller & Smith & Ross, Inc.; Rick 
to advertising media adoption - . “It seems most wasteful that busi-|¢iving age. details of experience and | Box 768, ADVERTISING AGE, N.Y. C. ard and Company; 


WSM 


50,000 WATTS ff 


Nashville, Tennessee 


BUSINESS OPPORTUNITY: 


Powerful Southern station has 
opening for large account with or 
now wanting greater distribution 
in South. Increasing sales our 
specialty. Excellent references. 
Please outline needs in first letter. 


PROGRAMS 


@Buying radio programs need no 
longer be a problem of hunches and 
hopes! John Blair Stations have out 


standing sustaining programs of proved 
selling ability which are now available 


on either a spot. sectional. or national 
basis. 

@Call your nearest John Blair office 
today for an audition. Complete case 


merchandising 
every one oft 


histories and 
included for 
tested 


plans are 
these time 


radio shows 


JOH 


NEW YORK CHICAGO: 


N BLAIR & CO. 


ETROIT: SAN FRANCISCO 


We therefore propose to suggest to 
j}advertising media that they rule 


petroleum sales department. 


ness should be required to spend 
time, effort and money to repeatedly 
investigate, reveal the unfairness, 
and disprove individual claims of 
this kind, in an effort to curb them. 


against such claims.” 


Clavhereer | 
Is Re-named 


Head of B.B.B. 


New York, May 135.—it. P. Clay- 
berger, secretary and treasurer of | 
Calkins & Holden, was reatected | 
president of the National setter | 
Business Bureau today at a meeting | 
|of the newly elected directors at | 
the Waldorf-Astoria. 

Maj. I. E. Lambert, attorney, was | 
elected vice-president. John L. An- | 
derson, secretary and treasurer of | 
McCann-Erickson, Inc., was elected 
treasurer, and Warren Agry, Good 


Housckeeping, secretary 


The new executive committee con- 


sists of these officers and Chester 
H. Lang, General Electric Company; 
George F. Benkhart, General Motors | 
Acceptance Corp.; Frank A. Black, | 
Boston; George F. Gouge, Batten, 
sarton, Durstine & Osborn, Inc.; 
Fowler Manning, Standard Air Con- | 
ditioning Corp, and Charles’ H | 
Watts, Beneficial Management Corp. | 


Brooks Promoted 


Bryant J. Brooks 
pointed manager 
rich Co. Milwaukee division, 
ceeding A. B. Down, resigned. 
Brooks was assistant manager 


has been 
the B. F. 


ap 
Good- 
suc- 
Mr. 
of the 


PRINTING 


There are a large number of concerns that 


render one type of service and do it well... 


*x THE FAITHORN CORPORATION, 
however, renders THREE DISTINCT TYPES 


of service —ad-setting, engraving and 
printing—and does them ALL equally 
well—with less effort and less cost. 


FAITHORN CORPORATION 


504 SHERMAN STREET 
Telephone WABash 7820 


Y-—-DAY AND NIGHT SERVICE—— 


CHICAGO 


earning expectations. 
confidential. 
Box 769, ADVERTISING AGE, Chicago 
TWO TYPES OF MEN WANTED 
(1) nen experienced 
and market studies; (2) 
on publishers who are in a position 
to sell a service of unusual value. 
Part or full time work Write com- 
plete history of activities, experience, 
age, etc. 
STATISTICAL RESEARCH BUREAL 
1540 IK. 21st St., Cleveland, O. 


Correspondence 


in research 
men calling 


FOR SALE 
Owner of well-established Merchan- 
dise Journal doing about $150,000 
gross desires associate with $50,000 
for expansion. 
Harris-Dibble Co., 11 W. 42 St., N.Y.C. 


~ HOUSE ORGANS _ 


Our Standardized Plan for printing 
House Organs permits unusually low 
prices for small periodicals of <¢ 
kinds. Samples and particulars f 
National Publishers Press 
Ottawa, Grand Rapids, Mich. 


STANDARDS SET 
FOR CLEVELAND 
AGENCY ROSTER 


Media Group Appoints Ar- 
bitrator 


” 
o 


Cleveland, May 14.—With the ap- 
pointment of Attorney Jules Eshner, 
as arbitrator, Cleveland media repre- 
sentatives and agency men have com 
pleted establishment of an organiza- 
tion setting up standards for agency 
recognition. 

Agencies 


that have filed applica- 
tions or are in process of filing repre- 
sent practically all Cleveland agen- 
cies using local media. 

Represented in the Cleveland | 
Media Group are the _ three Ganty | 
newspapers, the four local radio sta- | 
tions, Central Outdoor Advertising | 
Company and the Stearns Advertis- | 
ing Company, handling 
advertising 

Months of 
setting up the 
certed action 


Street car 
preparation preceded 
standards after con- 
was determined upon, | 


representatives said, because of | 
these conditions: 
| 

Many Bad Practices 
Demoralizing influence of uneth- 


tising for commissions received and 
rendered no real service in the trans- 
action. 


| Graphie Art 
| Hamilton, 


| set 


|} journalism 


ical agents who merely placed adver- | ager, 


SALESWOMAN—Young woman with 
eight years selling experience seeks 
position as advertising saleswoman. 
30x 770, ADVERTISING AGE, N. Y.C. 


MISCELLANEOUS 


ALERT BUYERS WILL INVESTI- 
GATE! Unique process reproduces il- 
lustrated sales letters, broadsides, | 
house organs, testimonials, sales man- | 
uals, etc. No costly typesetting or| 
cuts necessary. All sizes available. | 
600 Copies (8%x11) $2.50 
Additional Hundred Copies—20c 
Free Sample Book on Request 
LAUREL PROCESS, 480 Canal, N.Y. C. 


PHOTO POST CARDS | 
Actual Reproductions of your 


Photos .- ae $15.00 per 100 
8x10 Size for Salesmen’s 
Samples $10.50 per 100 


s Photo Service, Box 565, 
Ohio. 


advertiser, either directly or indi- 
rectly. 

The applicant must normally have 
at least three commissionable ac- 


counts and when applying for recog- 


nition the agency's application must | 


be accompanied with letters from 


clients stating that it is the agency | 


authorized to negotiate the purchase 
of advertising facilities for them. 


Define Principles 


After preliminary meetings of the 
media representatives, a 


ing. Agencies at the meeting ex- 


| 
pressed belief such rules would pro- 


mote a better understanding and bet- 
ter sentiment generally and 
weed out inexperienced and 
ical agents. 

A central committee of the Cleve- 
land Media Group will include 
representative each from the news 
papers, radio stations, outdoor 
street car advertising participants. 


uneth- 


one 


FIVEHONORED 
BY MISSOURI 


Columbia, Mo., May 12.-The Neu 
York Herald Tribune and Tokyo 
Asahi received medals of honor at 
the closing sessions of the annual 


week at University of 
Missouri last week. Individual awards 
went to Earle Pearson, general man- 
Advertising Federation 
America; Frank W. Taylor, 
managing editor of the Nf. 

Star-Times, and William R. Painter, 


The practice of rebating a part of 
the commission to advertisers with 
injury to legitimate agencies and the 
threat of such precedent spreading. 

Financial losses suffered by local 
media because a lack of respon- 
sibility of some agents concerned in 
placing contracts. 


of 


Standards set up by the group in- 
clude: 

Agency principals must be of good 
reputation with advertising experi- 
ence and ability. 

Strong individual financial respon- 
sibility must be displayed by the 
agency itself without reliance on fin- 
ancial responsibility of its clients. 

The agency must satisfy the medi- 
um that no part of the commission 


paid by the medium is rebated to the 


editor of the Carrollton, Mo., 
crat, 
| The Herald Tribune's award was 
| not only for fine typography and 
| make-up, but for its appeal to “intel- 
ligent readers who desire urbane 
| writing and unusual treatment.” 


Demo- 


Individual Awards 
honored 
under- 
West in 


The Japanese paper 
| for contributing to mutual 
standing between East and 
its news treatment. 
| Mr. Pearson was recognized for ‘15 
of distinguished managerial 
achievement in handling the prob- 
|lems of organized advertising.” Mr. 
| Taylor marked “for brilliant 
| management and honesty,” while Mr. 


Was 


| years 


Was 


| Painter was described as the ideal 
|} editor of a small-town newspaper. 
{ 


tentative | 
of principles was announced to} 
|}agency men at a special joint meet- 


would | 


and | 


ot | 


Louis | 


Campbell-Ewald 


Ind.; Lord & Thomas; Marschalk é 
Pratt, Inc.; McCann-Erickson, Ine 
J. W. Thompson Company, and E; 


win, Wasey & Co. 

The luncheon will be attended }y 
the executive heads of these 
cies or their representatives. 


agen 


PORCELAIN STEEL SIGNS 


ARE WEATHERPROOF 
WE SOLICIT YOUR INQUIRIES 


Real Values Assured 
SAMUEL STAMPING & ENAMELING CoO. 
516 N. Charles St. 
Baltimore, Md. 


Factory 
Chattanooga, Tenn. 


Constructive 
Informative 

Profusely Illus- 
trated. Your request will bring 
only the book - no salesman. 
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| | PORCELAIN ENAMEL INSTITUTE 


612 No. Michigan Ave., Chicago 
Send me your free book on Porcelaia 
Enameled Signs. 


Name 


/ 


| 

FOOD FOR THOUGHT! | 

Advertising and sales | 

ideas seem to click in the 
convivial atmosphere of 
New York's newest.... 


Lounge Bar and Grill. 


Daily luncheon specials 
from 50c. Choicest liquors. 
Dancing from 5 o'clock 


onward. 


In the advertising 


center 


PHONE WI—2-4000 
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prony ‘_* year, and by is expected . traffic a nger a. of neg Fawn Has New Office Herrold Elected 

that at least 500 wi out On pro- Jestern assenger Association and | 2 ss ‘ . , 

|erams this vear fl -elet a olanesamine tity Passenger i oeaie: | Fawn Art Studios, Ine., have Prof. Lloyd D. Herrold, head of 

— oe, ee, eens Sree a opened a Pittsburgh office in the|the Northwestern University com- 

2 nd we an annees event. : : ee. Gulf Building with Allen D. Reinert | merce school advertising department, 

| Features of Railroad Week this Demonstrations Given in charge of layouts. The Detroit | was elected vice-president of the Chi- 

3 | year will be decorations of railroad Demonstrations of sales courses | Office has added S. (Vet) Long, car|cago Federated Advertising: Club 

| property and business houses, hand- illustrator, Fred Foster, designer,| succeeding Burr Robbins, General 


T0 NEWSPAPERS 


| houses, exhibits of old and new rail- 
| road equipment, popularity contests, 


(Continued from Page 1) 


institutional campaign through 
! than 900 daily newspapers in 
their territory. 

Final plans for the campaign were 
approved Monday by the executive 
advertising committee of the West- 
e Railroads, of which Harry G. 
Taylor, chairman of the Western 
\ssociation of Railway Executives, is 
chairman. Reincke-Ellis-Younggreen 
& Finn, Chicago, which directed the 
1°35 activity, is again in charge. 
The campaign will center attention 
on “Railroad Week,” July 13-18. 
than 1,000 railroad pas- 
senger men, gathered at the Knick- 
erbocker Hotel Monday night, heard 
Mr. Taylor relate plans for 
road Week,” redefine railroad sales- 
manship, and answer criticism of 
salesmen as “useless cogs in dis- 
tribution.” 

The 1935 advertising of Western 
railroads employed a_ variety of 
media and cost $370,000. It produced 
an increase of 11 per cent 
revenue, against a gain of 
7.4 per cent for railroads as a whole. 

The forthcoming effort will be of 
a more modest nature, and will use 
newspapers. Both Western 
Eastern papers were on the 

list, but 1936 copy will appear 
only in the West. Two or three 
insertions, of up to 800 lines, will 
be made. Improvements in Western 


More 


senger 


only 
and 
1935 


“Rail: | 
| dissatisfied with what they have. 


rail transportation in the past year, | 


as well as the part played by rail. 
roads in development of the country, 


will be featured in the new cam- 
paign. 

Nearly 400 towns and cities co- 
erated in celebrating Railroad 


| HOUR 
A DAY 


CAN BE SAVED, 
POSITIVELY, 
THROUGH FULL USE 
OF THESE RAPID 
‘STAT SERVICES 


SUPERIMPOSED > 
‘STATS 
‘STAT MONTAGES 


‘STATS IN 
ROTO-TONE, 
BLUE, GREEN 


AND DRAMATIC 
RESULTS SECURED 
WITH 
GIANT PRINTS 
AND 
‘STAT MURALS 


RAPID 


COPY SERVICE CO. 


* BRANCHES: NEW YORK, 41S Lexing- 

ton, 444 Madison, VAnderbiit 3-3680 

CLEVELAND, Ninth —Chester Blidg., 

MAin 9335 e CHICAGO, 110 So. Dear- 

born, 228 No. La Salle, 360 No. Michigan 
Ave., STAte $977. 


|enthusiastic ticket seller 


car derbies, train calling contests, 
Red Cap races, rail-walking contests, 
blowing of locomotive whistles, vis- 
its to railroad shops and round- 


street dances, parades, and speeches 
before civic clubs. 

Mr. Taylor made a plea for a re- 
definition of railroad salesmanship 
and full recognition of the salesman’s 
usefulness. 

“The salesman’s job,” he declared, 
“is to make people want what they 
need and when the transaction is 
completed, everybody benefits. New 
products must be ‘introduced,’ 
which is just a modern way of say- 
ing that the salesman must educate 
the public to their advantages. 

“Charles F. Kettering, head of Gen- 
eral Motors Research Laboratories, 
says that the chief function of a re- 
search engineer is to keep people 
If 
I understand him, he means that 
progress is not possible if the tastes, 
as well as the needs, of people re- 
main static. But, after the research 
engineer has perfected his product, 
industry must send for the salesman 


’ 


to create a demand for it.” 
in pas- | . and for it 


New Title Needed 


Salesmanship, therefore, is an es- 
sential element in industrial prog- 
ress, Mr. Taylor contended. The 
name “ticket agent” is a misnomer, 


and this work should be dignified 
with a more accurate title, he de 
clared. 


“You do not sell tickets any more 
than a real estate man sells deeds. 
The ticket is merely evidence of a 
title to something more valuable. I 
suppose there may be somewhere a 
man who just sells tickets. But the 
is a trans- 
portation advisor, a counselor in 
travel, and a partner in the joys and 
sorrows of thousands of people.” 

“He sells sunshine, fresh air and 
great open spaces—Grand Canyons, 
snowy peaks and dude ranches. That 
wasn’t a ticket he just sold, it was a 
vacation. That slip of pasteboard he 
handed to the young woman was not 
a ticket, it was the answer to a home- 
sick yearning for a visit with father 
and mother after months at school. 
Those two strips of tickets he just 
dated opened the door to romance 
and made a honeymoon trip a reality 
to two happy hearts. The transac- 
tion which started the chap to the 
north lakes was more than the mere 
sale of a ticket, it had in it the touch 
of cool lake breezes and the thrill of 
landing a ‘muskie’ or  wall-eyed 
pike.” 

A Superlative Offering 


Railroads of today offer merchan- 
dise unequalled by any industry, Mr. 
Taylor declared, citing scenic attrac- 
tions, faster schedules, streamlined 
trains, safety, air conditioning, and 
restful interior decorations. 

“Railroad management is looking 
forward, and the spirit of innovation 
and improvement dominates the in- 
dustry,’ Mr. Taylor said. ‘‘The men 
charged with the responsibility for 
selling transportation to the public 
must catch the same_ spirit. Old 
methods must be ushered out with old 
equipment.” 


Must Fight for Business 


While passenger statistics show an 
unmistakable turning of public in- 
terest towards the railroads, this 
trend cannot be taken for granted in 
these days of transportation rivalry, 
Mr. Taylor warned. 

“There are hundreds of thousands 
of young people who have never been 
on a railroad train, there are other 
thousands of adults who do not yet 
know the luxuries of modern rail- 
road travel. Your opportunity is in 
seeing that these potential custom- 
ers are introduced to the pleasures 
and possibilities of such travel serv- 
ice.” 

Railroad officials are laying plans 
for intensive sales education of all 
employes in frequent contact with 
the public, it was disclosed at the 
meeting. In charge is a committee 


conducted through the use of talking 
slide films were given. The films 
shown are in by Independent 
Grocers Alliance, Dodge Motor Com 
pany, and Sinclair Refining Com 
pany. 

Members of the St. Louis commit- 
tee of the American Association of 
Railroad Ticket Agents presented a 
sales skit, showing “The Ticket Office 


use 


Then and Now.” 


and Harold Runnels, design and let- 
tering expert. 


Urges Safe Driving 


A safe-driving appeal, titled 
“Black Death,’ is incorporated in 
the current national advertising 
campaign of the American Auto- 


| appear 


Outdoor Advertising Co. 


Joint Travel Campaign 


American Express Co., Thomas 
Cook & Son-Wagon-Lits, Inc. and 


Raymond-Whitcomb, Inc., New York, 
have joined in a travel campaign to 
in national magazines. Cross 


mobile Insurance Co. Lord & Thomas| & LaBeaume, Inc., New York, is in 


is the agency. 


charge. 


are 


tail stores, her sister, Mrs. 


$115. It 


isn’t because 


where)-—but it’s because 


And it’s a sizeable market 
spend, and spend it. 


with rail, highway and air 


swelling the volume. 


has one peculiarity. 


central 
City. 


The WINNING of the WEST While Mrs. John 
to Still Going Ou Brown of Any- 


where, U. S. A., is 
spending $100 at re- 


the Salt Lake Market Area is spending 
merchandise 
higher priced in this market (the cost of 
living here is about as low as it is any- 


Market Area is a fast-growing market, 
based solidly on productive resources. 


are 784,624 people—an important number 107 
in any sales chart—who have money to 


Their money comes chiefly from mining, 
manufacturing, farming and stock-raising, 


and other activities such as tourist trade, 
Diversified sources 
of income—that’s the key to the economic 


Although it em- 
braces practically four states, it has one 

distributing point—Salt 
In many instances, by proper plan- 
ning and contacts at Salt Lake City, ex- 


MORNING AND SUNDAY 


National Representatives: 
REYNOLDS-FITZGERALD, INC. 


Retail Sales 
5% Greater 


imum. 
John Smith of 


is 
cost you can 


through— 
the Salt Lake 


to 


90% of Salt Lake City 87% of Salt Lake City 
homes homes 
" H 80% od Salt Lake County 17% a Salt Lake County 
1omes 1omes 
as wen. ae 52% of Utah homes 48% of Utah homes 
of all homes in the 37% of all homes in the 
entire market area entire market area 


tisers 
Salt Lake 
Telegram in 
program of 
ning the west.” 


transportation, 


health and wealth of the Salt Lake eecee 
Market Area. 

An unusually inter- 
Merchandisingly speaking, this market esting and exhaust- 


ive study of this 
market is available 
to any business 
executive upon re- 
quest, 


Lake 


pensiye trips by representatives over the 
large territory can be reduced to a min- 


Another unique advantage is the coverage 
of this rich, responsive market by The 
Salt Lake Tribune-Telegram. 


The Sunday Tribune 


Many aggressive adver- 
are using The 


Tribune- 


“win- 


Color Representatives: 
MEMBER, ASSOCIATED WEEKLY 


New York Detroit New York Detroit 

Chicago San Francisco icago Los Angeles 

Philadelphia . Los Angeles Cleveland San Francisco 
e 


At one low 


present your message 


The Daily Tribune- 
Telegram to 


their 
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Docherty-Baker 
. . 
Asks Injunction 
Docherty- Baker Engraving Co., 
Omaha, has procured a temporary in- 
junction restraining changing the 
Shanahan Photo-Engraving Co. name 
to Shanahan-Docherty Photo-Engrav- 
ing Co. 
Charles 
vertising 
associated 
joined the 


R. Docherty, 
Club president, formerly 
with Docherty - Baker, 
Shanahan company two 
weeks ago. Docherty-Baker seeks to 
restrain him from re-entering the 
engraving field under his own name 


Omaha Ad 


Doctor, Dentist Copy 
Barred by “American” 


York American has an 
nounced that advertising of doctors 
and dentists, as well as medical ad- 
vertising of a questionable nature, is 
barred from its columns, effective 
immediately. 


New 


Convention Book Planned 


The Advertising Club of Boston 
is planning publication of a deluxe 
Silver Jubilee Souvenir and Program 
book for the Forthcoming A. F. A. 
Boston convention, A. B. Hall, pub- 
lication chairman, announced. 


Godwin Joins WWL 


Al Godwin, former staff announcer 


of WLW, Cincinnati, has joined the | 


announcing staff of New 


Orleans. 


WWL, 


Cc lovedanfere to Fish 


More than sixty members of the 
Cleveland Advertising Club will par 
ticipate in the True Temper Fishing 
Tour to Catawba Point May 23. 


Hotel Names Agency 
Briarcliff Lodge, Westchester, N. 
Y., resort hotel, has appointed 
Craven & Hedrick, New York. 


Smith to WDSU 


Earl Smith has been appointed as- 
sistant manager of Station WDSU, 
New Orleans. 


PUBLIC TEMPER 
SUMMARIZED BY 
BRUCE BARTON 


(Continued from Page 2) 
130,000,000 in language they can un 
derstand. 

“My plea is that we should be as 
diligent, as ingenious, and as re- 
sourceful in our approach to them as 
voters as we have proved ourselves 
to be in our approach to them as 
buyers. We believe sincerely that 
their best interests lie in encourag- 
ing, not in shackling, the forward 
march of business. But we cling to 
the fatuous notion that we can hold 
conventions and tell them, when we 
ought to be thinking all the time 
how, by sincere personal effort, we 


can sell them. 
“How can we sell them? As a 
competitor with the politicians for 


the favor of 130,000,000 people, what 
can business do to win the competi- 
tion?” 

Tells How to Win 


Mr. Barton made five suggestions 
that business show itself more 
honest, more patriotic, more cour- 


ageous, more patient and more vocal 


| than politics. 


“We have the positive obligation,” 
he said, “to prove that we are cap- 
able of self-government and self-dis- 
cipline; that we can clean our own 
house and keep it clean. The pub- 
lic must know that when business 
speaks, it speaks the truth. 

“Business men ought to know 
more history than the _ politicians. 
They ought to understand that the 
pendulum of public opinion swings 
always back and forth. Progress is 
a jerky process. In our own life- 


| business. 


time we have seen the government 


— 


of the United States ‘restored to the 
people’ three different times. 
“Always these ‘restorations’ 
accompanied by violent abuse 
business. But business goes on. In 
its laboratories scientists work out 
better products; in its factories 
more efficient methods are devel- 
oped; in its advertising the public 
is made conscious of new wants and 


are 
of 


given the stimulus to work and 
gratify those wants. And when the 
storm of ‘restoration’ blows over, 
| some abuses have been removed, 
some injustices rectified; but noth- 


ing that is really sound and service- 
able fails to survive. 

“The present occupant of the 
White House is preeminent among 
all men in public life in his ability 
to think in selling terms and speaks 
in advertising language. He thinks 
in terms of the appeals by which 
you and I sell our products; the 
appeals to the deep-down motives 
of men and women: hope, fear, co- 
vetousness, envy, the craving for 
financial benefit and economic se- 
curity. 

The First Advertisement 


“Advertising, like most of the 
other businesses and _ professions, 
sprang from very humble beginnings. 
It began with the patent medicine 
The first successful ad- 
vertisement was one that said, ‘Mrs. 
Peter K. Moriskey, of 38 Fulsome 
Terrace, writes: “Since taking your 
pills, I have had no more pains in 
the legs.”’ 

“The President never gets very 
far away from this sure-fire formula, 
He says: ‘My friends, you are feel- 
ing better. Tonight I am going to 
tell you some of the things we are 


iplanning that will make you keep 
on feeling better.’ 

“TBusiness, if it is to compete 
with this advertising, must trans- 


late its program into the terms of 
the ordinary man’s individual needs 
and desires. It must figure out why 
the 130,000,000 people of this coun- 
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* ACTORY PAYROLLS IN BUFFALO IN 1936 


| ARE DOUBLE THE 1933 LEVEL, BRINGING 


THE TOTAL SPENDABLE INCOME OF THE. 
AREA TO NEARLY HALF A BILLION DOLLARS. 


YOU CAN SELL TO EIGHT OUT OF TEN CITY 
§ ZONE FAMILIES IN ONE NEWSPAPER — the 


ae t 
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= 


* 


i. Burrato Eveninc News 


; now 


try are going to be better off— they 
and their children—if the system of 
free economic competition and initi- 
ative is allowed to survive and func- 
tion. It must figure this out honest- 
ly and with a genuine sense of so- 
cial responsibility. And, having 
thought the program through, it 
must sell it to the millions who are 
so firmly conscious of their 
power. 
Story Needs Telling 

“Every industry which has a story 
of research and public service ought 
to be telling that story. But I am 
not here to urge a program of ad 


vertising. I am appealing for an 
attitude of mind—for a decision on 
your part to revise the order in 


which you have listed your business 
responsibilities. Instead of writing 
public relations at the bottom of 
that list, I beseech you to list it up 
where it belongs today—above pro- 
duction, above finance, above ac- 
counting—as the most important sin- 
gle factor in your business life.” 

Mr. Barton pointed out that many 
business men have employes, cus- 
tomers and stockholders who are a 


larger voting constituency’ than 
those of many Senators and Con- 


gressmen, and urged them to height- 
en and intensify the good-will of 
these groups toward the industrial 
system. 

“We are living too much in the 
days when our problems were pro- 
duction and law and finance,” he 
concluded. “We are thinking too 
much of next November, and hoping 
that somehow a change in adminis- 


tration will solve our cares. It will 
not. 
“The masses of the American 


people have discovered their power 
and will continue to exercise it. We 
need to plan how we shall conduct 
ourselves, in view of this stubborn 
fact, not for the next six months, 
but for the next 25 years. We need 
to take a longer look.” 


Expositions 


Stimulate Bus 
Company Plans 


Cleveland, May 14.— Greyhound 
Lines east of the Mississippi are 
using newspaper rotogravure adver- 
tisements for the first time with 
copy appearing in metropolitan 
newspapers from St. Louis to Boston 
May 17. 

Meantime, with heavy spring 
travel recorded, Greyhound is ex- 
panding its general advertising to 
devote considerable space to the 
“Three Ring Circus” of entertain- 
ment embracing the Texas Centen- 
nial, Great Lakes Exposition and 
San Diego Exposition. 

Greyhound also is furnishing an 
ultra-modernistic fleet of busses for 
intra-mural transportation at the 
Great Lakes Exposition and is push- 


ing the Cleveland event with dis- 
tribution of folders throughout the 
east and central west. 

Beaumont & Hohman is_ the 
agency. 

Knisely Promoted 

Stanley A. Knisely, formerly ad- 
vertising and sales promotion di- 
vision manager of Republic Steel 


Corporation, Cleveland, has been ap- 
pointed director of advertising for 
the corporation and its subsidiaries. 
Forrest H. Ramage has been pro- 
moted to sales promotion manager 
and Chester W. Ruth has_ been 
named assistant director of adver- 
tising. 


Zwiener Heads Hupp 
With the election of Wallace 
Zwiener, former vice-president and 
treasurer, as president of the Hupp 
Motor Car Corporation, Detroit, di- 
rectors are considering plans for re- 
opening the plant closed since Jan- 
uary. The annual report is expected 
in a week or ten days. 


N. B. C. to Celebrate 
National Broadcasting Co.’s tenth 
anniversary will be celebrated with 
a six-months series of broadcasts 


American Tobacco 


Promotes Two 


Frank Riggio, general sales map 
ager, American Tobacco Co., Ney 
York, has been advanced to director 
of sales and advertising. 

George W. Hill, Jr. has succeedeg 
W. E. Witzleben, recently resigned 
as advertising manager. 


Two Name Goulston 


The Ernest J. Goulston Co., 
ton, has been appointed to 
accounts of Old Harbor Kennel) 
Club and Bay State Kennell Club 
operators of Wonderland Dog Rar. 
ing Track, Revere, Mass. 


Bos. 
handle 


Ager with Conde Nast 
Sydney S. Ager has been appointeg 
by Conde Nast Publications, Inc. ag 
advertising manager of its patterp 
publications division. He was for. 
merly with J. B. Gray Agency, Phila. 
delphia. 


McQuiston Elected 
J. C. MceQuiston, Wilkinsburg, Pa. 
for many years advertising manager 
of Westinghouse Electric & Mfg. Co. 
East Pittsburgh, Pa., has been electeg 
manager-secretary of American Geary 
Manufacturers Association. 


IT’S FUNNY— 


how funny 
@ pictures 
x _ sell goods! 


Humorous drawings for advertising, 
comic strip ads, sales promotion con- 
tests and house organs prepared to 
order. Let us submit sketches. 


LEW MERRELL SERVICE 


30 N. Dearbon St., Chicago 


Some Where There's 
- - « « A Man 


. . . directing or controlling several 
desirable advertising agency ac. 
counts who would like to be asso- 
ciated with a small advertising 
agency organization for more rea: 
sons than one. This man isn’t an 
“old timer,” he is comparatively 
young and respects $20,000 or 
$30,000 accounts and has a liking 
for industrial advertising and mer 
chandising problems. If you are this 
man, we would like to meet you and 
exchange confidences. There’s three 
of us—young principals in an old, 
established, financially strong Chi. 
cago advertising agency, seeking 3 
fourth man who fits into this picture. 


Box 762, Advertising Age. 
Chicago. 


gh” AMBASSADO! 


You'll find a visit to the Ambs* 
sador in Atlantic City a fountai! 
of youth these brilliant May day: 
There’s a gay round of activil! 
throughout the day. At night the 
music of the surf lulls you ' 
sleep. Plan now for a May “ 
June vacation at the Ambassado™ 


The Ambassador. aTLAntTIe © 


William Hamilton, Managing Direc 


over red and blue networks _be- 
ginning May 18, Maj. Lenox R. Lohr, 


president, announced. 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the companies sponsor- 


ing them, or through ADVERTISING 

AGE. 

No. 947. The Scotch Situation in 
Ohio. 


This survey of Scotch liquor sales 
in Ohio, issued by the Cleveland 
Press, shows that only four per cent 
ff liquor consumed in the state is 
Scotch. In pointing out that 85 per 
ent of all Scotch is sold in eight of 
Ohio’s 88 counties, the Press deduces 
that Scotch never has been properly 
advertised in Ohio, and suggests pos- 
sibilities for bringing about a more 
general acceptance by a larger mass 
ff the population. 


No. 948. “C’mon In.” 

Radio station KMBC has issued 
this pamphlet, which describes the 
station’s early morning farm pro- 
sram and gives graphic illustrations 
f the results it has produced. 

No, 949. An Analysis of the New 
College Humor and the Market 
It Offers You. 

This brochure, issued by College 
Humor, contains an analysis of the 
ollege market, a description of the 
publication’s editorial appeal and 
ts coverage of the market. 


No. 950. The Four-Day Route to a 
Five Million Market. 

This booklet, issued by Farm Jour- 
nal, furnishes a county count of cir- 
ulation, keyed alphabetically for 
easy reference. It also contains data 
n estimated farm incomes, number 
ff retail outlets, and volume of retail 
sales, 


No. 906. Automobile Route List of 
Retail Grocers. 


The Oregon Journal, Portland, has 

just issued the ninth annual auto- 
mobile route list of retail grocers. 
In addition, the booklet contains a 
directory of grocery jobbers, wagon 
obbers, chain store organizations 
nd buying associations. 


No. 895. Buying Influence Behind 
the 7 Farmers. 


That farmers’ wives of all sections 
read the advertisements, drive to 
town regularly for purchases, and 
have definite brand preferences is 


a 
E | 


) 
a a 


i 
ii i 


| ) 1 


i} 


| 
PA 
bl 


\EIGHBORS! 


1 want to be just around the 
tner from the famous Radio 
and only a few steps from 
smart shops and theatres, 
‘ome to the VICTORIA, one 
New York's newest hotels. 
the finest of food too, and 
nviviality at the newest of bars, 
2 swing and rhythm of 
1 Manhattan! 


$250 Single 
rom $400 Double 
rom $6.00 to $15.00 


NL. HORGAN 


- MANAGING DIRECTOR 


shown in this folder, which gives the 
highlights of a survey just completed 
by Farm Journal. More than 110,000 
answers to a questionnaire on brand 
preferences covering 24 food items 
are arranged by states, sections, and 
nationally. 


No. 866. Getting Your Merchandise 
Off the Shelf. 


A new edition of a booklet full of 
point-of-purchase advertising and 
merchandising ideas, issued by 
Forbes Lithograph Mfg. Company. 
New developments in many varieties 
of counter displays, floor stands and 
containers created by Forbes for 
leading manufacturers are fully de- 
scribed. 


No. 931. Habitual Travellers Read 
The Literary Digest. 

A folder issued by The Literary 
Digest, showing, through a discus- 
sion of its editorial contents, the 
value of The Digest’s appeal for 
travel-minded readers. 


No. 818. The Sales Manager’s Year 
Book of Circulation for 1935. 


This booklet, issued by Associated 
Newspaper Color, Inc., gives a com- 
plete picture of A. N. C. coverage of 
the Pacific Coast market. Total cov- 
erage in the seven Western states is 


given, followed by a break-down of 
circulation by states, counties and 
cities. Statistics on each state are 
accompanied by a map indicating the 
location of newspapers which publish 
Associated magazine and comic sec- 
tions. 


No. 824. Market Facts About the 
Intermountain Empire and the Salt 
Lake Market. 


In this handsomely produced 
brochure, the Salt Lake Tribune- 
Telegram has analyzed the Inter- 
mountain market, and  prcvided 
maps, charts, photographs and fig- 
ures showing the sales opportunities 
the market offers, and the news. 
papers through which it may be sold. 


No. 903. Drug Purchases Reveal the 
Living Standard of the Seven 
Farmers’ Families. 


Issued by Farm Journal, this folder 
describes a survey made among its 
readers to discover their drug and 
cosmetic buying habits. More than 
100,000 answers reveal brand pref- 
erences among the items listed. 


No. 872. 1935 Spokane Market 100% 
Retail Drug and Grocery Surveys. 
These are the second annual retail 

grocery and drug store surveys made 

by The Spokesman-Review and Spo- 


kane Daily Chronicle, carried out 


through personal contact with all re- 
tail drug and grocery stores in met- 
ropolitan Spokane and in 33 repre 
sentative cities and towns of the out- 
side field. The surveys deal with 
sales standing and distribution of 
various brands in major classifica- 
tions. Data is so arranged as to be 
comparable with figures on _ sales 
standing of products in the Spokane 
market in 1934 and in 1931. 


No. 856. Photoplay Builds Depart. 
ment Store Traffic for the Adver- 
tiser Through Its Monthly Fashion 
Service to Stores and Readers. 


For the benefit of Photoplay adver- 
tisers, all leading department stores 
in America receive each month this 
Photoplay fashion bulletin service. 
Included are reprints of advertise- 
ments of manufacturers who use 
Photoplay regularly, and whose ad- 
vertising Photoplay merchandises to 
department stores in this manner. 


No. 897. New Passenger Car Sales 
in Philadelphia. 


These tables, prepared by the mer- 
chandising and research department, 
Philadelphia Inquirer, give a classi- 
fication of 1936 cars, new passenger 
car sales, and percentage distribution 


of new passenger car sales by price | 


groups 
area. 


in the Philadelphia buying 


Maxon Reopens 
Experimental 


G-E Salesroom 


Muskegon, Mich., May 13.—Featur- 
ing a sales “closing room” where 
electrical appliances can be operated 
under home-like conditions, the Gen- 
eral Electric experimental store has 
been reopened here by Lou R. 
Maxon, Inc. 

The store was jammed with 3,500 
customers between 9 a. m. and 10:30 
p. m. the opening day with a full 
page display advertisement in the 
Muskegon Chronicle announcing the 
opening. Sales for the day included 
eight electric ranges, five refrigera- 
tors, four radios, three clothes wash- 
ers, two water heaters and about 100 
smaller appliances. 


Weed Designs Store 


Design of the store by Lloyd Weed. 
of the Maxon staff, is directed to 
experimenting on closing sales in the 
store itself rather than in the home 
as is usual in the appliance field. A 
night cooking school also has been 
established with a view to permitting 
attendance of the entire family rather 


‘than the housewife alone. 
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HE advertiser’s call for Rapid service, whether via tele- 
phone, telegraph or teletype, sets into motion an organ- 


ized system of operations which includes “lightning” pick-up, 
uninterrupted routing through the foundry, and safe delivery 


at the time specified on the order. More than that, Rapid’s 


| N Cc | 


service to the nation’s advertisers means faithful reproduc- 
tion (by electrotypes, stereotypes and mats) of the combined 
skill and craftsmanship of the artist, and the engraver. 
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ATLANTIC ELECTROTYPE & STEREOTYPE CO., 228 E. 45th St., New York 
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QUESTIONNAIRE REVEALS RESULTS OF *250,000 
EXCLUSIVE CHICAGO SUNDAY TRIBUNE ROTO 
ADVERTISING CAMPAIGN RUN BY MAKERS OF 
WORSTED-TEX SUITS AND KNIT-TEX COATS 


COV ERE your sales in the Chicago territory 
greater in 1935 than in 1934 P” 


This was a question the Chicago Tribune 
recently asked of Cohen, Goldman & Co., mak- 
ers of Worsted-tex men’s suits and Knit-tex 


coats. 


“Our volume in the Chicago territory in 1935 
was 36% greater than in 1934 and 54% greater 
in 1934 than 1933,” was the answer. 


$250,000.00 in 12 Years 


“What advertising have you run in Chicago?” 
was another question. 


“Since 1924, when we started, we have spent 
approximately $250,000 for Sunday Tribune 
rotogravure advertising. With the exception 
of 1,935 lines run in one other Chicago news- 
paper several years ago we have depended 
entirely on the Sunday Tribune.” 


Outlying Territory Booms 


Question: “Granting the fact that your Trib- 
une advertising has been productive in Chicago, 
has it also been resultful in the outlying terri- 
tory in Hlinois, lowa, Indiana, Michigan, and 


Wisconsin P” 


Inswer: “It has been tremendously produc- 
tive in Illinois as far south as Springfield, in 
Indiana as far south as Terre Haute, in Michi- 
gan as far east as Lansing, in all of Wisconsin, 
and in lowa as far west as Des Moines. In 


Southern Illinois, Southern Indiana, Eastern 


Michigan, and Western lowa it has been rea- 
sonably effective but not to as great an extent.” 


Powerful Effect on Dealers 
Question: “What effect has this advertising 
had upon your salesmen—upon your dealers? 
Has it been a factor in influencing dealers to 
seek or accept the Cohen, Goldman franchise P” 


Answer: “It has had a very powerful effect 
upon our salesmen and upon our dealers. We 
have 30% more dealers in the Chicago territory 
today than a year ago and 38% more than two 
years ago.” 


More Sales for You 

The Chicago Tribune's leadership in adver- 
tising is the result of such proved successes as 
that achieved by Cohen, Goldman & Co. There 
is no better way of reaching the people of this 
territory than through advertising in the Chi- 
cago Tribune. 

Do you want to increase the distribution and 
sales of your prod- 
uctP A Tribune 
representative will 
be glad to present 
the facts of this 
market and how 
you can get the 
greatest results 
with ‘Tribune ad- 
vertising. Write or 
phone to have him 


do so. 
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|: DEALERS 
NCREASED 30)” 


—COHEN, GOLDMAN & CO. 


“We have found Cohen, Goldman’s Sunday 
Tribune Roto advertising of invaluable assistance. 
Not only is there an immediate response follow- 
ing each of these ads—but there is also a pro- 
longed pull for several weeks.” 
-THE HUB—HENRY C. 
LYTTON & SONS, 
Chicago, Evanston, Oak Park, Gary. 


“A few Sundays ago there appeared in the roto 
section of the Sunday Tribune a Knit-tex ad by 
Cohen, Goldman & Co. We wish to take this 
opportunity to tell you what a great help this adver- 
tising has been in stimulating the sale of these 
coats. We feel that every man sees and reads an 
ad of this type in the Tribune and the results to 
the retailer are most beneficial.” 

—BRADLEY’S, INC., 


Sterling, Illinois. 


“IL have asked some of my customers where 
they heard of Knit-tex coats. Nine out of ten 
replied that they saw them advertised in the Chi- 
cago Sunday Tribune.” 

—JOHNSON-DOZER CO., 


Peoria, Illinois. 


Chicago Tribune 


THE WORLD‘*S GREATEST NEWSPAPER 


What. the Dealers Say 


“We consider the Knit-tex advertising in the 
Tribune to be one of the outstanding features in 
advertising. We keep the advertising in a prom- 
inent place in our store as we think it is a big 
help in the sale of Knit-tex clothes.” 

—MYERS BROS., 
Jacksonville, Illinois. 


“We know of a number of instances in which 
our customers have called at our store and asked 
by name for garments in ‘ Tex’ wear as a result 
ot reading the advertisments in the roto section of 
the Chicago Sunday Tribune.” 

—KAUFMAN'S, INC., 
Champaign, Illinois. 

“The Knit-tex ad has been a big help to us in 
Hoopeston.” 

—LARSON’S CLOTHES SHOP, 
Hoopeston, Illinois. 
“We believe that such ads as Cohen, Goldman 


& Co. have used really bring us customers and 
have a definite sales appeal.” 


—GORDON'S, 
La Salle, Illinois. 
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LAST YEAR'S SCOTTY PLAYS RETURN ENGAGEMENT 


New poster placed throughout the nation by McCann-Erickson, Inc., for Ford dealers. 


MAN'S LONG STRUGGLE AGAINST POWERS OF DARKNESS SUMMER MUST BE IN SIGHT 


al la a nine 


Winner of the medal offered by the Art Directors’ Club of New York for the best black and white illustration. The exhibition . . : . ° ° 
ran at Altman's until May 9. Edwin A. Georgi is the artist; Aarner B. Schmidt, the art director; Thomas & Hochwalt, the Ocean Bathing Suits, New York, will provide dealers with this hand- 
advertiser, and Geyer, Cornell & Newell, the agency. some display, created and produced by Brett Lithographing Co., 


Long Island City. 


ANCIENT OLDSMOBILE OFF FOR TEXAS GENIUS PASSES 


RCA VICTOR SPECIAL ON TOUR 


—————— — 


Veteran in the advertising field 
and characterized by some as the 
most gifted copy writer of his 
; generation, Charles Austin Bates Ag . 
; 4 died at his home in New York, | 7 
hyaey May 9. He was in his 65th year. 4 ADE ee 


ae SES SES SS 


— atin J Mr. Bates was noted both for his 

ov. Fitzgerald, of Michigan, sends Gov. Allred, of Texas, his re- Seiiity pon rye d “decades oe The Philadelphia orchestra starts a long tour on a special ten-car 
ards, through D. E. Ralston, vice-president and general sales man- He ‘hod ns ones enti a 16. train in behalf of RCA Victor Company. Holding pup is Thomas 
ger of Oldsmobile, who will lead a caravan to Dallas for the Texas PY 9 ; Joyce, advertising manager of RCA. He is surrounded by musical 


Fentennial. At the wheel is C. L. McCuen, Oldsmobile president. (Story on Page 28.) celebrities. 
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WJSV programs have sitet it takes! And WJSV takes with Wash- Woman’s Home Companion, General Baking Company and a host 
ington’s ever-spending and ever-growing audience for radio. Bur of ‘other Box Office firsts. And among local offerings are features 
there’s still another take in Washington you should be familiar with. for the Peoples Drug Stores, The Washington Gas Light Company, 
It’s at the box-office—the advertiser’s box-office in WJSV’s studios the Cherner Motor Company, and Southern Wholesalers. These § fantc 
in the Earle Building, (13th and E Streets, N. W). programs take with Washington people. 7 _— 


eae: a i : the 
ery Sere he pores of any other mation in Waskiingnon Washingtonians own more radios and more auto-radios per family 


— , “Tilia 
ieee en Pr Semvecage 38 Maryland, — man lope Vilgeeyane than the people of any other American city. They have more money § sat pr 
intensive coverage at home! es ; Tha 
to spend—50% higher than the national rights 


Moreover, WYJSV is consistently rated first in showmanship among 
Washington stations. It carries more network commercial hours and 
more local commercial hours than any other Washington station. 


average. And—as dozens of audience- 
studies show—they listen to radio and they 
* spend their thumping purchasing power on 
Spot successes on WJSV include Philco, Ford, Lever Brothers, products radio-advertised...over WJSV. 


a 
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W J S —WASHINGTON—10,000 watts— owned and operated by the Columbia Broadcasting System 
; Represented by Radio Sales, Inc. ¢ NEW YORK, 485 Madison Avenue, WIckersham 2-2000 
CHICAGO, 410 North Michigan Avenue, Whitehall 6000 @ DETROIT, Fisher Building, Trinity 2-5500 ™ as HN 
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